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Type faces can get tiresome. An overworked 
type face can easily dull a bright headline 
or make a message look monotonous. On 
the other hand, a face that’s new or unusual 
can freshen the appearance of any piece. 


Your printer, lithographer or silk screen 
representative can help you pick the proper 
type for anything you print. He knows 
what's new. He knows what's best of the 
not-so-new. And his wide experience with 


all kinds of type can help you produce a 
better looking piece every time. So be sure 
to talk with him before you start work on 
your next printing job. 


You'll like working with your printer, litho- 


grapher or silk screener. We know because 
we've done it for years in bringing printers 
the quality papers they need to serve you 
best — the most complete line in the world! 
The Mead Corporation, Dayton 2, Ohio. 


MEAD} 


Usa 


x % 


Sales Offices: Mead Papers, Inc,, 118 West First Street, Dayton 2, Ohio « New York « Chicago » Boston « Philadelphia + Atlanta 





How Anaconda Wire & Cable Company 
solved an important photo problem through 
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LOCAL U.P. 
PHOTOGRAPHER, 
LOS ANGELES, CALIF. 


ANACONDA. 
N.Y.C. 


WHE N Anaconda Wire & Cable Company in New York had to 

prepare a descriptive brochure, largely picture-caption treat- 

ment, timed to promote the opening of its new, Orange, California plant as 

the “West’s most complete wire and cable service,” getting the right pictures 

from California to New York seemed like a problem. That is... until U. P.’s 

ee Photography Division entered the picture. 

A phone call by Anaconda Wire & Cable Company in New York to U.P. 

in New York, followed by a meeting with U. P.’s representative, arranged for 

aerial, architectural, industrial and interpretive human interest photos to be 

taken in California by an experienced local U. P. photographer. Within a few 

days Anaconda in New York had the needed photographs of its new Cali- 
fornia plant and equipment in action (some are shown at left). 

From these photographs an outstanding 24 page brochure was completed 
on time at reasonable cost and with no headaches for Anaconda .. . and the 
same photographs are available for advertisements, news releases, bulletins, 
direct mail, salesmen’s kits and house organ stories. 

The same one phone call also would have brought Anaconda an on the 
spot case history story, complete with photos and written report 
U. P. Pictorial Research service. 

If you need fast, economical, accurate photography, in black and white 
or color, U. P.’s nation-wide staff of photographers is ready to serve you any- 
where, anytime. Just fill out the handy coupon below to obtain complete in- 
formation about this or any of the other economical services of the Commer- 
cial Photography Division of the United Press. 


another 


Roy Mehliman, Manager 
COMMERCIAL PHOTOGRAPHY DIVISION 
UNITED PRESS ASSOCIATIONS 
461 Eighth Avenue, New York |, New York 


Please send me complete information, including costs, about the 
services checked: 


Pictorial Research Reports Advertising and studio photography 
Photographic assignments [| Location and publicity photography 
Color photography (-] Color prints — all types 

Name 

Title 

Company 

Address 
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A DISTINCTIVE, LEATHER-GRAIN COVER 


... Now available in White and 12 Colors .. . newuoine 
NEW PINK, LIGHT BLUE, AND LIGHT GREEN 


Always a popular choice for its rich, leather-grain 
finish and wide range of colors, Sorg’s Leather Embossed Cover 


is now in even greater demand with the addition of three new 
pastel colors to its line. 


Created especially for those cover uses where a delicate shade of 
A COMPANION Sorg Paper color is more appropriate than the deeper colors in the line, the 


“PLATE FINISH” new Pink, Light Blue, and Light Green LEATHER EMBOSSED 


Identical to LEATHER EMBOSSED 


= cs hee, Ges a cae have made an instant hit with printers and advertisers. 

12 colors and White, Sorg's ° 

PLATE FINISH offers a striking Ask your paper merchant for samples of these attractive new 
contrast with its gleaming smooth . 


surface. colors today. 


. PAPER COMPANY : Middletown, Ohio —— 
J THE SORG © Manufacturers and Converters of Stock Line and Specialty Papers 


fic us pat orf STOCK LINES 
WHITE SOREX @ CREAM SOREX e LEATHER EMBOSSED COVER e PLATE FINISH COVER @e EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e TENSALEX © MIDDLETOWN POST CARD e 410 TRANSLUCENT 
No, 1 JUTE DOCUMENT @ GRANITE MIMEOGRAPH e@ SORG'S BLOTTING 
Offices in NEW YORK, PHILADELPHIA, CHICAGO, BOSTON, ST. LOUIS, LOS ANGELES 
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Just Cult Us 


Be an Active Association Man 


The advertising and sales promotion field is extremely well served with 
clubs and associations, which operate nationally, regionally and locally. 






















Some people feel that the business is over-organized. They complain that 
an enormous amount of time and effort is required to keep these groups run- 
ning, and to assure the kind of programs which contribute to the advancement 
of the various areas of activity. 





It is my studied conviction that it pays to be an association man, (or 
woman), and to take an active part in its affairs. First of all, the contact 
thus provided with others in the same field is bound to be stimulating, and to 
accelerate the creation of worth while ideas. One mind sparks another, and 

discussion results in the development of a better way to do the old thing. 
















Second, personal development is one of the valuable byproducts of associa- 
tion and club activity. Many a member starts his relationship in the organiza- 
tion with very poor speaking ability. Practice soon puts him at ease in 
addressing an audience, and enables him to present his ideas clearly and with 
good effectiveness. He learns poise and acquires self-confidence--almost a 
Sine qua non to business advancement in these days. 


Third, the greatest asset of most business executives is knowing where to 
go for certain types of information. The wider the acquaintance and contacts 
of the individual, the more likely he is to be aware of the methods and pol- 
icies of successful operators. If he has a personal relationship with an ex- 
ecutive of such an organization, he can readily draw on its experience to solve 
a problem in his own company. 
















There are many other reasons for association activity, including the basic 
one of contributing something to the advancement of the field in which one is 
earning his living. There are both stimulation and satisfaction in doing your 
part. It's worth while from an altruistic standpoint--and equally valuable if 
considered only from the angle of personal advancement. 


SRBoai/) 


G. D. Crain Jr. 
Publisher 


So get in there and pitch. 
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CAN YOU HIRE 


25,000 or 


SALESMEN Requirements 
for 1'/; cents a piece? TABLE 


Th ae eo a When You Have to Write a Speech ................-. 21 
- Simplify your task by following these nine steps, which 
A ato nies takes you from the idea to the talk. Louis V. MArsH 
Curteichcolor 3-D 
eae Me How Traveling Exhibits Build Good Will .............. 25 
d ee Southwestern Bell Telephone Co. uses more than 50 dis- 
advertising play units for promotional purposes. MILpRED WEILER 


POST CARDS 


Your salesmen’s time is valuable! 


Tee AR Album Of Exit 1GOGS 2. i ce cc cc cc wee 28 


Another in our series of outstanding exhibits, this month 


stressing an off-beat approach. 
Get the most from each call by 


using these natural color custom 


fp ® A Basic Guide to Business Films .. . 
designed advertising cards to: 


Third in our “Best of AR” series, this covers planning, 
Obtain leads production and distribution of sponsored films. 
Make direct sales 


Reach hard-to-see buyers 
Supplement advertising 
Build good will 

yy lat ee ha 


TO I, nn kk ce CeO RSS OLS SRS OES 44 


A case history report of an outstanding safety film, made 
internally for internal distribution. 


Selecting a Format for External Publications ...... eee ag 
ii i Third in our house organ series, this article gives some 
SE I eae of the factors in format decisions. Dick HopcGson 


tising” and full informa- 


Ta Packaging, the New Dimension in Advertising 


ila tame TL 


eb ek eee 55 
A searching look into the growing interdependence of the 
advertising agency and the package maker. 

Gustav L. Nordstrom 


loki -taleL ey 


Tay I NS os. os ace bee we ee RAL ae Hl ene ate ara & 59 


A report from our European correspondent of how Pond’s 
added glamor to its international tv commercials. 


Maurice BENSOUSSAN 


Closed Circuit Television, Part Ill ................2000- 61 


This final installment presents case histories of how the 
technique has been applied to sales promotion. 
- 





* 1 Morris A. Mayers & Rooney D. Cupp 

; CURT TEICH & CO., INC. 

{1733 W. Irving Park Rd., CHICAGO 13,11. ! y 

' : Home Made Rickshaw Promotes TV Program ........... 64 
; Firm : An unusual and ingenious stunt attracts the attention of 

: i lad 4 staid Philadelphians to a new series. H. TayLor VADEN 

' 5 

i Street 5 a a 7 

i ' @ Printed Calculators: A Basic Selling Tool ............. 65 
i City aa State a : : : : : 

' ‘ An introduction to this unusual promotion device, whose 
TRE. use has grown rapidly in the last five years. 


RoBErT B. KonIkKOW 
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How to Buy Graphic Arts Materials . 


What are the responsibilities and functions of purchasing 
agents, and how should graphic arts be handled? 


DoNnaLp Davis 


The Journeys of a Robot 


How a 10’ robot traveled around the country to promote a 
toy robot. MELVIN N. Poretz 


A Painted Bulletin Goes Up 


A picture story of a spectacular outdoor sign. 


How Shell Dealers Use Direct Mail 


Here’s a report on the program Shell Oil Co. worked out 
for its local dealers to use. JOHN PERKINS 


Seagram’s Direct Mail Celebration 


A series of unusual mailings helped this distiller celebrate 


its hundredth birthday. TED SANCHAGRIN 


How to Get Good Food Photographs 


A leading specialist in food photography tells of some of 
the tricks of the trade. DoLPH FRANKLIN 


The Knife that Made a Difference 


A stainless steel knife, used as a premium, built service 
station traffic for Champlin Refining Co. 


Talking Parakeets Up Appliance Sales 


An unusual contest had nearly the whole town helping 
spread this dealer's sales slogan. Betty AULENBACH 


W Articles for your permanent Adman’s Handbook. 
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How Graphic Calculator 
serves leading industries 


RED ro 1ee 
aae te ate 
Lose cares? 


“selling help... 
which pays off...” 


“Over the past 10 years,” reports Mr. W. 
A. Scherff, Adv. and Sales Prom. Mgr. of 
Plymouth Cordage Co., Plymouth, Mass.. 
“Tl have been very much impressed with 
the acceptance GRAPHIC Calculators 
receive, their constant usage, and the 
actual selling help they provide. 

“It is this latter element which pays 
off.” concludes Mr. Scherff. 

The inexpensive Baler Twine Cost 
Calculator shown above is one of four 
designed by Graphic Calculator for 
Plymouth Cordage. With it, a farmer 
can quickly and easily calculate his 
savings in time. labor costs. stops in the 
field, space and hay crop losses... by 
using Plymouth Red Top Baler Twine. 

Companies of every size, in every in- 
dustry, find that GRAPHIC Visual Aids 
are remarkable sales stimulators. What- 
ever your need ... calculators to solve 
customers’ problems . . . selectors to 
help them choose your product .. . 
demonstrators to show yout product or 
visualizers to aid in using your product 
... let us show you how a GRAPHIC 
DEVICE can solve your problem. 
Just mail the coupon today, without 
obligation. 103-56 


Show it...tell it...sell it 
with custom-designed 


CALCULATORS 
SELECTORS 
DEMONSTRATORS 


Since 1934 VISUALIZERS 


GRAPHIC CALCULATOR CO.___ 


633 Plymouth Court, Dept. C-38 amet 
Chicago 5, Illinois 


Graphic Calculator Co. 
633 Plymouth Court, 
Dept. C-38 Chicago 5, Ill. 


Please send me free GRAPHIC sample, 
descriptive literature and name of nearest 
representative. 
My business is__ 
NAME_ 
COMPANY____ 
ADDRESS_ 
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Consult 
GREEN DUCK 


for 
creative planning 
of complete 
sales promotion 
campaigns! ... 


a 


BUTTONS and TABS 


stimulate buying at the point 
of sale! 


j 1 10. . 
a! 24, . 


gy 





FO sans 


For campaign kits on new sales drives, 
slogans, products 


KO 





COINS—KEYTAGS 


back up 
advertising campaigns! 


Excellent for anniversaries, product promo- 
tions, special events and souvenirs 


oS ~S € 
Tt 
™* -~ ES 


EMBLEMS, TIE SLIDES, 
CUFF LINKS add 


lasting sales effect! 


Ideal awards for service, sales, achieve- 
ment, promotions and identification 





FREE CATALOG ON REQUEST 


GREEN DUCK 


METAL STAMPING COMPANY 
1520 W. Montana Street @ Chicago 14, Ill. 
Phone: LAkeview 5-7100 
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The Editor's 


Direct Mail Ethics .. . 


Is it fair to try to 
fool all the people 
all of the time? 


You hear a lot of talk these days 
about irresponsibility in direct mail. 
For a change, much of the talk is 
coming from troubled direct mail 
experts instead of just from “out- 
siders” such as newspaper column- 
ists and editorial writers. 

Behind the talk is real concern 
for the future of the direct mail 
medium. There is no question about 
the fact that direct mail advertising 
has grown into a giant — and it’s 
getting bigger by the day. This 
growth is both a source of pride and 
dismay for direct mail people. 

With the increased volume has 
come the realization that there is 
increasing competition for reader- 
ship. Studies have pretty well 
backed the belief that most people 
like to receive mail — even adver- 
tising mail. But the enchantment 
with the daily output of the mail- 
man’s sack diminishes rapidly as 
the volume increases. Net result: 
Advertisers work harder to attract 
attention for their direct mail mes- 
sages. 

This, in itself, is probably in the 
best interests of the direct mail 
medium. The problem raises its 
ugly head in the primary method 
which many advertisers use to gain 
attention and secure orders — trick- 
ery. Many God-fearing admen don’t 
even think about apologizing to 
their consciences for spending weeks 
planning how they can trick pros- 
pects into reading something they 
would not normally read and be- 
lieving they’re being offered some- 
thing special when there’s nothing 
special about the offer. 


CODEUCEOEOEDODROOEEROOOEOSTOROEOOROOGEROOEOOOR UNOS TOEODOSOSDOOOEOROROROROSOORUEONUGODROOURODEESSOEOEOROOERRORUEODUSRSOOECEOEOOOSEOSORORGROSEOORROROEORROEORODS 


Display typefaces in this issue . . 
Italic; 






> Don’t get us wrong, however. We 
aren’t against the use of attention 
getting devices as such. But we 
think it’s high time that everyone 
using direct mail realizes that “you 
can’t fool all of the people all of the 
time.” The more often a prospect 
feels he has been tricked, the strong- 
er will become his dislike for direct 
mail as a whole . . . and you can bet 
your last shirt button that there 
will always be a lot of people con- 
nected with competing media who 
will do their best to fan the flames 
of this dislike. 

For a long time, a lot of direct 
mail people have assumed that 
much of the growing resentment 
against direct mail stemmed from 
mailings by fly-by-night outfits who 
were just around to make a fast 
buck. But recently there has been 
an awareness that many of the 
country’s most respected advertis- 
ers are also guilty of questionable 
direct mail techniques. 

We'll admit that many of the 
questionable techniques definitely 
are in a “border line” category and 
that there would be little cause for 
alarm if the rest of the direct mail 
being used was completely above 
board. But such just isn’t the case. 


>» Take a look, for example, at the 
circulation promotion pieces you re- 
ceive from leading publishers. “Sub- 
scribe now,” they say, “and save 
$2.50.” Then you do a little figuring 
and find out that the saving is based 
on single-copy prices (mentioned in 
fine print) and that there is nothing 
special about the “special” offer at 
all. 

Or take those pieces which say, 
“We have made special arrange- 
ments to make you this money- 
saving offer . . . for our customers 
(or members) only.” And, in the 
next mail, you receive another 


. 21—Garamond Bold Italic; 25—Bernhard Moder’ 
28—Karnak Black Condensed; 44—-Tempo Heavy & Clipbook #12; 49— 


Tempo Black Extended; 55—-Tempo Black Extended & Craw Clarendon; 59—Rondo 
Bold; 61—-Alternate Gothic #2; 65—Alternate Gothic #2 & Venus Bold Extended; 
70—Holla; 79—Karnak Intermediate; 84—Tempo Black Italic; 87—Dom Casual; 
90—Eve Bold & Tempo Bold; 92—Bodoni Campanile; 97—Radiant. 





piece offering the same terms—or 
maybe even a lower price—direct 
from the publisher. 

There probably is nothing un- 
ethical in such promotion pieces— 
as long as you're not concerned 
about the direct mail medium. But 
if you plan to keep on using it— 
with worth while results—you may 


find that you’re your own worst 
enemy. 


>» Probably the greatest damage to 
direct mail’s reputation is being 
done by the unordered merchandise 
dodge. Again, most people connect 
such highly questionable practices 
with the fly-by-night operator. But 
you'd better read the fine print 
of some of the direct mail you get 
from seemingly ethical outfits if you 
don’t want to be troubled by re- 
ceiving something you haven't 
ordered. 

For example, we’ve just received 
a colorful little promotion from 
Compton’s Pictured Encyclopedia 
announcing “an important new 
service for Compton subscribers.” 
Compton’s, it seems, has decided 
to issue an annual yearbook. If 
you read down to the sixth para- 
graph of the letter, you learn that 
the book, and accompanying bill, 
will be on its way to you “if we do 
not receive your cancellation card 
in the next 30 days.” 

Just to be sure that we didn’t sign 
up for this yearbook without know- 
ing about it (for failing to read the 
fine print) when we bought a set 
of Compton’s some months ago, we 
called the company. “It’s just an 
advertising method,” we were told 
while being assured that we hadn’t 
signed up for the “service.” 

Of course, Compton’s was mag- 
nanimous about the right of the 
recipient to return the yearbook 
each year within 10 days “and it 
won't cost you a cent.” (These peo- 
ple always overlook the time and 
trouble for wrapping and mailing— 
and usually the return postage.) 


> From the looks of our mailbox 
at least, the number of unordered 
merchandise mailings seems to be 
on the upswing. In addition to the 
Compton’s piece, we've recently re- 
ceived two necktie mailings (‘well 
worth the price of only $1.25”), a 
cheap Christmas card assortment 
(“sent on approval: $1.10”) and a 
plastic covered newspaper clipping 
(“just send a dollar by return 
mail’’). 

Perhaps these comments don’t 
add up to anything very concrete. 
But we hope they may encourage 
you to do a little more thinking 
about your responsibilities if you’re 
a direct mail advertiser. 








FORTUNE 


light - bold extrabold 


NOW made even greater 


FORTUNE 


bold italic 


Size range 8 to 60 pt 


For complete specimens of this flexible, 
wide-range type, see your nearest Bauer type dealer 


or write on your letterhead to 


BAUER ALPHABETS, INC. 235 East 45th Street 
New York 17, N.Y. OXford 7-1797-8-9 


This ad set in FORTUNE 








Perfect Repister with 


X-marx register tape 


A time saver with the added assurance of accuracy, 
X-marX are printed identically on the highest quality 
Pr iberelo lat talite Ma dite) lilo el ee or) Mo ord 
to register— one over the other and easy to dispense 


Available in Black on clear tape for art work and pos- 
TIS MM te LoL 
with drill hole for color comics. A staple now in 
hundreds of photo and art studios, ad agencies, 
engraving and offset shops 


Ask your art supply dealer or write direct for Free 
sample and literature 


bienfang® Products Corp. 
Metuchen, New Jersey 
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Remington Hand 
PUNCHED CARD RECORDS SERVICE 


Seles Mo 





It's a matter of pride with us 
that so many makers of quality 


products use Eureka gummed 
labels. 


These discriminating firms insist 
on high quality. They know that 
Eureka standards are based on 
over 50 years of experience 
and craftsmanship in designing, 
printing and gumming. 


That's why quantity users who 


insist on quality at a saving turn 
to Eureka. 


Let us know your requirements 


and we'll bé happy to send you 
full information. 


vcega EUREKA SPECIALTY 
ok eee TT eT ea ot el Lay tha 


Dept. 20 - Scranton, Pa. 
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Outstanding p.r. 
This letter from 
the mayor of Toronto 
rates as a public 
relations masterpiece | 


> While we're on the subject of 
using the mails, we'd like to get one 
of our pet gripes in print. How 
many times have you cussed one of 
those return envelopes sent with a 
department store bill because it is 
too small to handle either a stand- 
ard-size check or the portion of 
the statement you're required to 
return? Here’s an area of consumer 
relations that presents an excellent 

and easy—opportunity to build 
good will. 

Even worse, of course, are those 
companies which don’t include any 
return envelope at all. We wonder 
how many payments are delayed 
just because the customer doesn’t 
happen to have an envelope handy. 

Actually, the time may be close 
at hand when postage-paid return 
envelopes are the order of the day. 
It has now become common for 
banks to pre-pay postage on en- 
velopes for deposits-by-mail. Others 
might well consider this customer 
service. It might just prove to be 
well worth the added cost. 


>» Letter-of-the-month Along 
with our Christmas cards came an 
interesting letter from the mayor of 
Toronto (see cut). We had the op- 
portunity to visit in his fair city this 
summer and, particularly after his 
letter, we the 
wonderful letter 


won't soon 


hospitality. 


forget 
The 








certainly rates applause as a public 
relations masterpiece. 


> Release-of-the-month ... There’s 
one agency which isn’t going to get 
its name in AR this month, even 
though its release announcing a 
new account really caught our at- 
tention. We were stopped not be- 
cause the announcement was so im- 
portant but because of the unusual 
envelope used to send it to us 

one of our own business reply en- 
velopes! (We paid the postage on 
receipt.) We wonder if they send 
Christmas cards the same way? 


> Facts you can forget department 

. In the same mail was this re- 
lease, which we pass along for your 
enlightenment. Daniel J. Edelman 
& Associates paid the postage. 

“A record 62.4 hot dogs will be 
consumed by each American during 
1958. 

“The prediction was made by Tee- 
Pak Inc., manufacturer of skins for 
skinless franks. [How’s that again? | 
According to Tee-Pak, this repre- 
sents an increase of 2% wienies per 
person over 1957 figure of 60.1. The 
firm said a staggering total of 1,- 
080,000,000 pounds of hot dogs 
would be devoured by Americans 
by the end of 1957.” 

We wonder if they have allowed 
for the switch of the Dodgers and 
Giants to the West Coast. qq 
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TWO SIDES of the sheet are used 
in more than 95% of today’s printing requirements. 


blue. 


red, 


To achieve consistently fine results 


black, 


~ 
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Adena OFFSET has the 


Other reasons are quickly apparent: 
the new bright white color, the new o; 
the remarkable foldability, 
and the exceptional performance of 
Adena Offset on the press. 


Color photograph courtesy of 
The Toni Company, a division of The Gillette Company. 
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B Baltimore Baltimore Paper Company 
Bristol, Tenn. Dillard Paper Company 
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© Charleston, W. Va. Copco Papers Incorporated 





Chicago Chicago Paper Company 
Chicago Messinger Paper Company 
Cincinnat The Johnston Paper Company 
Cleveland The Central Ohio Paper Company 
Columbus, Ohio The Central Ohio Paper Company 
D Dallas Southwestern Paper Company 
Dayton The Central Ohio Paper Company 
Denver Butler Paper Company 
Detroit The Central Ohio Paper Company 
a wide selection FE Fargo, N. Dak Fargo Paper Company 
‘ rw Fort Worth Southwestern Paper Company 
weignis, J 
— = G Grand Rapids Carpenter Paper Company 
( Gif) 1 U JSUai range 
f finishes HieOHartford, Conr Rourke-Eno Paper Company, Inc 
Houston Southwestern Paper Company 
available from thess 
f i Idaho Falls American Paper & Supply Company 
fine paper merchants ; ; = 
Indianapol The Central Ohio Paper Company 
K Kansas City, M Midwestern Paper Company 
Louisville Superior Paper, Inc 
M Milwaukee Nackie Paper Company 
Minneapolis Butler Paper Company 
Minneapolis Minnesota Paper and Cordage Company 
N Nashville Clements Paper Company 
New Haven, Conn. Rourke-Eno Paper Company, Inc 
New Orleans Butler Paper Company 
New York City Canfield Paper Company 
New York City Linde-Lathrop Paper Company, Inc. 
New York City Paper Corporation of United States * 
New York City Royal Paper Corporation 
New York City Walker-Goulard-Plehn Company 
P Pawtucket, R.| Industrial Paper & Cordage Co 
Philadelphia The J.L.N. Smythe Company 
Philadelphia Paper Merchants, Inc 
Phoenix Butler Paper Company 
Pittsburgh The Central Ohio Paper Company 
Portland, Oregon Fraser Paper Company 
R Raleigh, N.C Norris Paper Company 
Rochester Genesee Valley Paper Company 
S$ St. Louis Shaughnessy-Kniep-Hawe Paper Company 
Salt Lake City American Paper and Supply Company 
San Francisco Wilson-Rich Paper Company 
Seattle Soames Paper Company 


Springfield, Mass. Rourke-Eno Paper Company, Inc. 
Syracuse, N. Y. J. & F.B. Garrett Co 


T Toledo The Central Ohio Paper Company 


W Washington, D.C. Barton, Duer & Koch Paper Company 


*Export Agent 


CHILLICOTHE PAPER CO., Chillicothe, Onio 











READERS 


Misplaced Credits 


e I'd like to correct an omission 
in your report of the medal win- 
ners of the exhibition of the Art 
Directors Club of Chicago, as re- 
ported in your February issue. 





Our 


name, as producer of the 
Insul-Ease spot, was omitted from 
the ADCC catalog and from your 
caption. This spot was, in its en- 
tirety, our concept. We prepared 
the storyboards, recorded the track 
and produced the film for Authority 
Laboratories. Paul Kohl, listed as 
one of the two art directors, is with 


the client, while the other, Rich- 
ard Van Benthem, and the two 
artists, Bernard Gruver and Ken 


Champin, are on our staff. 


Ray ParTIN 
Ray Productions, Holly- 


wood 


Patin 


Corrections on Indexes 


® Once again AR has come up with 
a superlative job of providing help- 
ful facts for printers, lithographers, 
agency people — yes, and paper 
salesmen, too — in the new “Basic 
Guide for Paper Buyers” 
ary). It’s mighty good. 
However, you won't feel offended 
if we make just a bit of constructive 
criticism in the sections referring to 
Index and Printing Bristols. For 
example, on p. 37, the chart of 
equivalent weights, the basic size 
for Printing Bristol is shown cor- 
rectly as 2214x35. The Index basic 
size is given as 2014x2434. Actually, 
the standard size on which mills 
figure weights for special making 
orders, etc., is 2514%x30'%. In the 
East, merchants and some printers 
still use the weight you gave when 
speaking of Indexes, but in most 
parts of the country, the larger size 
is more common. 
On p. 43, under the heading of file 


(Janu- 








cards, your point is well taken. 
However, because of the nature of 
Index Bristol, and the way it is 
made, index cards should stand up 
in the file whether cut with grain 
running vertically or horizontally; 
and cards with horizontal grain will 
feed into the typewriter and other 
business machines much more eas- 
ily. 

Just one other thought. On p. 45, 
where you list the standard sizes 
for most commonly used papers, 
there should be two listings under 
Bristols: Index Bristols, 2542x30%; 
and simply Bristols, or better, Print- 
ing Bristols, 2212x35. 

Rocer J. CLapp 

Linton Brothers & Co., Fitchburg, 

Mass. 


(Thanks for the corrections. Will all 
AR readers who have filed their 
copy of the Best of AR series, or 
who have bought a reprint, make 
the appropriate changes? . . . Ed.) 


Wrong Credit 


e Congratulations on the interest- 
ing and comprehensive story on an- 
imated commercials in your De- 
cember issue. 

However, the “Bank of the Com- 
monwealth” commercial, produced 
by Telemation, was listed as having 
been handled by Elwood J. Robin- 
son & Associates, rather than this 
agency. 

Specifically, the jingle was writ- 
ten by West Gillingham, our vice- 
president, and the story board by 
our art director, Kenneth Lock- 
wood. 

Harry W. BETTERIDGE 

President, Betteridge & Co. Inc., 

Detroit 
(Sorry for the confusion. Our orig- 
inal information carried this error, 
and we failed to check it closely 
enough ... Ed.) 


V.L. K. Seeks I. N. F. O. 


@ Though I have fought this puzzle 
for several years, certain that some 
time or other I would stumble on 
its meaning, this is my admission of 
defeat. Just what does R.O.P. mean” 
Your answer could give me R.LP. 

My translations don’t quite hit the 
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Chicago 11, Illinois 
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Which Binder is 
made of Leather? 


CZ 
Soa ad 


ete Fy ie 


SL 


yither! 
Both are 


VINYL 


Loose Leaf 


BINDERS 
by SLOVES 


e Looks like Leather 
° Feels like Leather 
° Wears like Leather 
e Flexes like Leather 
* Costs much less than 

you expect 
Electronically Fused 
Vinyl Plastic Binders 
Perfect For Catalogs, 
Reports, Presentations 


Sell more clients, prospects, top execu- 
tives with these handsome, leather-like 
Vinyl loose leaf binders. Admired for 


their beauty, durability and economy. 
Write for details. Dept. AR-358 


SLOVES tinoine co. 


601 West 26 Street-New York,N.Y. 
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mark. Could R.O.P. mean any of 
these things? 

Rousseau’s Old Parrot? Reper- 
toire of Paganini? Rome Occupies 
Pompeii? Really Obsolete Punctua- 
tion? Regretting Onanism’s Prac- 
tice? Revived Oboes’ Promenade? 
Removing Obnoxious Pimples? 

And while you’re at it, bring me 
up to date on the sense of P.O.P. 
To me it’s only dear old Dad or 
rootbeer. 

VERNON L. KiIssIG 

Sales Promotion Manager, Helms 

Bakeries, Los Angeles 
(R.O.P. — run-of-paper; P.O.P. — 
point-of-purchase. We realize that 
you probably are well aware of the 
simplified explanations above, but it 
might take a couple of books to go 
into all the details. . . . If this doesn’t 
give you the R.I.P. you seek, dash 
off another L.E.T.T.E.R. and we'll go 
into more D.E.T.A.I.L. . . . Ed.) 


Nursery for Neophytes 


e After the usual thorough reading 
of the current issue of AR and be- 
fore filing it (as I invariably do) for 
future reference, I decided a com- 
pliment to you and your colleagues 
is long overdue. I subscribe to AR 
of course. But more to the point, I 
take the time to read each issue of it 
thoroughly (including the ads) and 
find plenty of inspiration therein 
that is helpful to me in the service 
I extend to those advertisers and 
beginners who have not yet reached 
that stage of affluency that seems 
to call for services of the “big agen- 
cy” variety. Sort of a nursery for 
neophytes, so to speak. 
J. Harry TOLer 
Direct-Mail Advertising Service, 
Chicago 


New Letter Format 


e Prompted by William Baring- 
Gould’s article on “effective direct 
mail” (AR, November), here is a 
potential letter format (see cut) 
suggested by his statement that 
“white space may be too precious 
for words.” 

The idea is to provide the recipi- 
ent with a reaction area immediately 
at hand for his notes, comments, 
routing, instructions, etc. For the 
writer it provides an area for a 
sketch, layout or paste-on item. 

Under this system comments can 
be tacked on directly opposite their 
position in the original letter. It is 
certainly no more wasteful than 
large areas of white space under a 
signature and it can force the hand 
of the writer toward shorter and 


| more concise composition. 








Some typographers suggest that a 
four-inch line is the optimum length 
the reader can scan with ease; most 
business letters greatly exceed that 
limit. 

The split-page or super-margin 
method also allows the writer to 
inject a change of pace into his 
approach: The letter can be formal, 
while a personal comment can be 
run informally at the left in color 
to simulate a handwritten aside. 

Your comments would be ap- 
preciated along with those from 
others who are concerned with the 
art of transmitting information. 

DAN SCHERER 

Public Forest Hills, 

N. Y. 


Relations, 


Adding to File 


@ Bravos for reprinting the series 
of informative articles in your 
“Best of AR” series. I started a file 
on more recent ones, and can now 
make it more complete. 
H. L. Nerwtum 
Ad. Asst., Sike Chemical Corp., 
Passaic, N. J. 
(And for those subscribers who 
want extra copies, reprints are 
available at 25c each, immediately 
after publication. . . Ed.) 


Note of Thanks 


@ Many thanks for your help in lo- 
cating a firm that will print on ace- 
tate. 

I certainly appreciate the high 
interest in readership service from 
a magazine I feel is filling a strong 
role in the advertising publications 
industry. 

Rosert W. Hayes 

Kerker Peterson Hixon Hayes 

Inc., Minneapolis 
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The following letters have been se- 
lected from AR’s mail. In most 
cases, we have been able to supply 
the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
—that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests .. . Ed. 


Imitation Food 


e Please furnish us with a repre- 
sentative list of sources of supply for 
imitation meat roasts, roast chicken, 
baked ham, etc., suitable for display 
and photographic purposes. 
GeEorGE B. RoTH 
Ad. & Sales Prom. Mgr., Rival 
Mfg. Co., Kansas City, Mo. 


Engineers Tie Clasps 


@ Please give me the name and 
address of a manufacturer of tie 
clasps in the shape of slide rules and 
other instruments used by architects 
and engineers. 
W. N. Mackey 
Ad. Mgr., Newman Brothers Inc., 
Cincinnati 


Wrapping Machines 


e I would sincerely appreciate re- 
ceiving the names and addresses of 
some companies that make or sell 
small wrapping and heat sealing 
machines such as are used to cello- 
phane wrap and seal small boxes. 
LEE G. AGNEW 
Agnew Drug Products Inc., Breck- 
enridge, Minn. 


Individualized Paper Clips 


@ We are interested in finding 
sources for individualized paper 
clips. In fact, we are interested in 
purchasing a standard paper clip 
with a block initial fastened to the 
“head” end. 
J. M. SHEvIAK 
Mgr., Publications Dept., Hanni- 
fin Corp., Des Plaines, III. 
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PAPERS 


QUALITY THAT STANDS OUT 
At A Cost You Hardly Notice 
WESTON Cotton Fiber BOND 


A distinctive letterhead is an asset in any business. 
In Weston Bonp, you get conspicuous quality at a price 
that adds little or nothing to your correspondence costs. 

Made better with cotton fiber, WEsToN Bonp has extra 
character and impressiveness, beauty of finish, sparkling 
brightness and rugged durability. Your printer has it in 
white, colors, white opaque, litho finish and envelopes 
to match. Ask him to use it on your next letterhead... 
or write for a sample book and make your own com- 
parison. Address dept. (AR). 


BYRON WESTON COMPANY 


Makers of Papers for Business Records Since 1863 
DALTON, MASSACHUSETTS 


WESTON BOND 


Cotton Fiber Quality Letterhead Paper 
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GRACE metat sions 


... ane the choice of Local & National Aduenrtisenrs 










PLAIN OR 
K‘SCOTCHLITED’ 






STATIQN 


ANY SIZE IN COLORFUL, 
ATTRACTIVE DESIGNS 
Metal Signs that SELL for 
you night and day! Any size 
or style for a wide variety 
of applications. We'll design 
your sign if you want. Of 
steel or aluminum, plain 
or ‘SCOTCHLITED’. 


SILK SCREEN PROCESSED 
Silk screened for beautiful 
display of your trade name, 
trade mark, or copy. 


SEND US YOUR INQUIRY... GRACE 
FREE CATALOG IN COLOR SIGN & MFG. CO. 


3601 S. 2ND STREET - ST. LOUIS 18, MO. 
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Best choice 





for quick 
reliable 


ad setting 


‘Where typesetting js still an art’’ 


S E RVI C E typographers, inc. 


723 S. WELLS ST., CHICAGO 7, ILL. HArrison 7-8560 
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JUNE, 1958 


June 1 
International Shut-In’s Day . . . spon- 
sored by The Shut-In’s Day Assn. of the 
U.S.A., 1505 Land Title Bldg., Phila- 
delphia 


June 1-8 
National Homemaker’s Week . . . spon- 
sored by Mrs. Homemaker’s Forum, 527 


Madison Av., New York 


June 1-30 
Dairy Month . . . sponsored by Milk 
Products Industry Trade Assns. Head- 
quarters: American Dairy Assn., 20 N. 
Wacker Drive, Chicago 6 
Vational Recreation Month . . . spon- 
sored by National Recreation Assn., 8 
W. 8th St., New York 11 
Vational Ragweed Control Month .. . 
sponsored by Air Pollution Control 
League of Greater Cincinnati, 2901 
Union Central Bldg., Cincinnati 2 
Portable Radio Month . . . sponsored by 
National Carbon Co., 30 E. 42nd St., 
New York 17 


June 4 
Old Maid’s Day . . . sponsored by Miss 
Marion Richards, 54 W. Basin St., Nor- 
ristown, Pa. 

June 7-14 
Let’s Play Golf . . . sponsored by The 
Sporting Goods DEALER = Magazine, 
2018 Washington Av., St. Louis 3 


June 14 
Vational Expectant Fathers Day os 
sponsored by Expectant Fathers Day 
Committee, ¢/o Bert Nevins Inc., 152 W. 
12nd St.. New York 36 


June 15 
Fathers Day ... sponsored by Natl. 
Father’s Day Committee, 50 E. 42nd St.. 
New York 17 


June 15-21 
National Bow Tie Week ... sponsored 
by The Bow Tie Club Ltd., P.O. Box 
1194, Church St. Station, New York 8 


June 15-Aug. 1 
Ice Cream Festival . . . sponsored by 
American Dairy Assn... 20 N. Wacker 
Drive, Chicago 6; Intl Assn. of Ice 
Cream Mfrs., 1105 Barr Bldg., Washing- 


ton 6 

June 21-30 
National Mayonnaise and Salad Dress- 
ing Week . . . sponsored by Mayonnaise 


and Salad Dressing Mfrs. Assn. Ine.., 
332 S. Michigan Av., Chicago 4 


June 22-28 
National Swim For Health Week .. . 
sponsored by Swim for Health Assn., 
Box 721. Hollywood, Fla. 


June 29-July 6 
Vational Safe Boating Week . . . spon- 
sored by U.S. Coast Guard Auxiliary, 
U.S. Coast Guard Headquarters, 1300 
E St., Washington 25 





Conventions 


All meetings listed here are annual con- 
ventions, unless otherwise described. 


MARCH 


2-5... Natl. Electric Sign Assn., Sham- 
rock Hilton, Houston 

2-9 . . . Intl. Trade Fair of Packaging 
Machines, Confectionery Machines & 
Packaging Materials, Dusseldorf, Germany 
4-6 ... Advertising Art, Photography & 
Modern Reproduction Show, Biltmore, 
New York 

11-12... Canadian Natl. Packaging Con- 
ference, King Edward, Toronto, Canada 
9-12... Natl. Lighting Exposition, Col- 
iseum, New York 

14... Roadside Business Assn., Maytlow- 
er, Washington 

17-21 . . . Master Photo Finishers & 
Dealers Assn., Conrad Hilton, Chicago 
25-28 ... Packaging Machinery & Mate- 
rials Exposition, Convention Hall, Atlantic 
City 

28-April 1... Advertising Specialty Natl. 
Assn. Spring Specialty Show, Palmer 
House, ( hicago 

31-April 2... Natl. Paper Trade Assn., 
Waldorf-Astoria, New York 


APRIL 


1-10... 37th Exhibition of Advertising 
& Editorial Art & Design, Waldorf- Astor- 
ia, New York 

14-15... Intl. Assn. of Electrotypers & 
Stereotypers Spring Technical Conference 
& Exhibition, Carter, Cleveland 


14-17... . Natl. Premium Buyers Exposi- 
tion, Navy Pier, Chicago 

16-18 . . . Point-of-Purchase Advertising 
Institute Symposium & Exhibit, Sheraton- 
Astor, New York 

ws . University of Michigan Adver- 
tising Conference. Ann Arbor, Mich. 
21-25 ... Society of Motion Picture & 
TV Engineers. Ambassador, Los Angeles 
22-24 . . . American Newspaper Publish- 
ers Assn., Waldorf-Astoria, New York 
24-26 .. . American Assn. of Advertising 
Agencies. Greenbrier, White Sulphur 
Springs, W. Va. 

26... Intl. Typographic Design Seminar 
& Exhibit, Silvermine Guild of Artists, 
New Caanan, Conn. 

27-May 1... Natl. Assn. of Radio & 
Television Broadcasters, Biltmore & Stat- 
ler, Los Angeles 

28-May 1... Lithographers National 
Assn., Arizona Biltmore, Phoenix. 
30-May 2... American Public Relations 
4ssn., Waldorf-Astoria, New York 
30-May 2... Sales Promotion Execu 
tives Assn.. Roosevelt, New York 


MAY 


3-16... Drupa, Intl. Print & Paper Fair, 
Dusseldorf, Germany 

7-17... U.S. World Trade Fair, Col- 
iseum, New York 

11-15 . . . American Rack Merchandisers 
Institute Sample Show, Ambassador, Chi- 
cago 


Next Month in 


Looking Into 
The Future of 
Point-of-Purchase 


Les Gallagher, merchandising 
director of Ketchum, McLeod & 
Grove, Pittsburgh agency, fo- 
cuses his crystal ball on the 
future of point-of-purchase ad- 
vertising. In “The Challenging 
New Directions for P.O.P.,"" the 
author describes trends which 
will shape the dimensions of 
tomorrow's displays 


Basic Guide to Direct Mail 


The fourth in “The Best of AR” series 
provides another valuable chapter for 
your Adman’s Handbook — a compre- 
hensive guide to direct mail advertising. 
Included in this handy reference article 
will be guides to planning direct mail 
strategy, building mailing lists, develop- 
ing workable direct mail packages, etc. 


The Basic Premiums 

While the search goes on for 
new and different premium 
ideas, many advertisers still 
find they can obtain best re- 
sults with premiums’ which 
were popular back in the days 
of the crossroads general store 
In ‘The Basic Premiums,” John 
M. Davidson, past president 
of the Premium Advertising 
Assn. of America, describes the 
old stand-bys of the premium 
field and how to use them suc 
cessfully 


PLUS ‘Racing for Promotion’ — the story of one of Europe's 


most outstanding annual promotion events ... ‘'Free- 
Lancer, Come Back’’ — an art director’s appeal for greater use of 
free-lance artists ... “The Story of Telebriefs” fourth in AR’s 
series on external house organs .. . “Handlettering for Letter- 
heads’ — how to add character to business stationery ... ‘Mer- 
chandising R.O.P. Color’ — plus value from your newspaper 
advertising . . . “Automation Runs a Contest’’ — how Norge used 
IBM machines to simplify the handling of contest details. 
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more returns 
because they’re 
opened more 
often! 


Display Window 


ENVELOPES 


More of your mail gets opened 
—more gets read—and more re- 
turns come back to you when 
you use a Tension Display Win- 
dow Envelope. Your envelope 
stands out from the crowd. It 
creates immediate interest. It 
motivates your prospect to 
“come inside” and read your 
sales offer. 


Tension know-how offers you 
a display window die-cut in al- 
most any shape—in any posi- 
tion. And Tension assures “per- 
imeter sealing” of the window 


patch for smooth, snag-free 
insertion. 


Tension Envelope Corp. 
815 East 19th Street 
Kansas City 8, Missouri 


Please send me, without obligation, 
free samples of Tension Creative De- 
sign Display Window envelopes used 
by other firms in our field. 
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i SOLVED IT 


Now is the time to send your problem solutions in. We’ve 
been working our way through our backlog and new entrants 
will see the light of print with little delay. So sit down today, 
and tell us, in 200 words or less, about your solution to a 
work-a-day problem. We'll pay $10 for each item published. 
Send it to Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois 
St., Chicago 11. No material will be returned unless accom- 
panied by a specific request and return postage. 


Self-Sticking Labels 
Make Good Index Tabs 


A speedy and effective index tab 
can be made in a matter of seconds 
by folding a pressure-sensitive label 
in the center and applying it to both 
sides of a notebook page. 

The folded edge should protrude 
about 14’ from the edge of the 
sheet it is applied to, however. 

This same kind of tab can be used 
also to check ad position in a pub- 
lication by affixing it to the page. 
These labels can be written or 
typed on before removing the pro- 
tective backing paper. 

W. B. JOHNSON 
Ad. Mgr., Pablum Products, 
Evansville, Ind. 


Company Character Card 
identifies Booth Staff 


When ten of our personnel were 
scheduled to work in our 60’ booth 
at the National Metal Exhibition 
in Chicago, we realized that sep- 
arating the staffers from the visitors 
during busy booth-times was going 
to be a problem. 

Since the average trade show 
identification badge has to be read 
to tell “who is what” we decided 
to solve our problem with badges 
that would identify our staffers at 
a glance. 

At this 
company 


of our 
friendly 


point a picture 
“character’—a 


little guy composed of the letters 
is our 


“M” and “X” which com- 





pany logo—solved 
problem easily. 

We prepared 3” photostats of 
him, cutting them in such a way 
as to enable them to fit into the 
plastic badges supplied by the show 
management. 

We found, that in addition to 
identifying our personnel, our car- 
toon character served as a wonder- 
ful conversation starter. 

Wi.iiaM E. Durack 

Asst. Sales Prom. Mgr., Magna- 

flux Corp., Chicago. 


our identity 


Takes Needle and Floss, 
Stitches Up Scrapbook 


Not able to find economically- 
priced, giant-sized scrapbooks for 
pasting up tear sheets and other 
printed examples of ad and editorial 
layouts, we decided to “do-it-our- 
selves.” 

It proved amazingly simple with 
construction paper providing the 
pages, and cardboard scraps serving 
as covers until it came to binding 
our masterpieces! 

Wanting a binding that was both 
neat and sturdy, we thought of and 
threw away many ideas till the 
happy day we threaded a tapestry 
needle with (of all things) dental 
floss — and we had it — an eco- 
nomical, giant-sized scrapbook! 

Caro.t Davies 

Office Manager, Western 

Grower & Shipper, Los 

Angeles 


Devises Follow-Up 
For National Ads 


After a few months of national 
advertising, we discovered we were 
spending most of our working day 
in the mechanics of following up 
these ads. 

But since the value of the ads 





was lost if we didn’t acknowledge 
inquiries, notify salemen, address 
labels and keep records, obviously 
the solution had to be a bit of our 
own medicine, a specially-designed 
business form. 

Our particular form for our own 
problem was a four-part, one-time 
carbon form which offered the fol- 
lowing in one typing: 
® an inquiry answer form letter 
e@ a salesman lead form 
® a parcel post label plus a “bonus” 
coupon good for merchandise to the 
salesman closing the sale 
e a follow-up record form for our 
sorting system 

The follow-up card is kept on file 
by the sales representative until the 
report is received. Then it is coded. 
From this coding we can easily de- 
termine: 

@ which ad pulled best 

® number of inquiries from each 
publication 

® geographical distribution of in- 
quiries 

® advertising help in each district 
@ number of sales from inquiries 

® number of prospects developed 

In addition, the cards are easily 
sorted into alphabetical order for 
easy reference. 

Tuomas W. RICHARDS 

Ad. Mgr., The Baltimore Business 

Forms Co., Baltimore, Md. 


Last-Minute Slide Tour 
Achieved by Polaroid 


When I realized—just three days 
before an important meeting—that 
I needed a completed film-slide 
tour of our factory for my speech, 
I thought I was sunk. 

But remembering a conversation 
with our local camera dealer about 
the possibility of a projection film 
for the Polaroid Land camera, I 
sought him out and found the so- 
lution to my problem. 

Armed with our company’s Po- 
laroid, a quantity of projection 
film, and 15 minutes of instruction 
from the dealer, I started out on 
a camera tour of the plant. 

Half a day’s work later, I had 
a very good series of slides showing 
the progress of a piece of raw wood 
from the lumber yard to the fin- 
ished cabinet. 

In addition to providing me with 
the slide films I needed in a hur- 
ry, the system enabled me to ex- 
amine each slide for proper light- 
ing, angle, etc., before moving on 
to the next factory operation. 

RIcHArD E. NELLIs JR. 

Sales Mgr., Wood-Metal 


Industries Inc., Kreamer, Snyder 


Cty., Pa. 
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You'll get more signs up . . . because you'll enjoy all 
the advantages of simplified Pressure Sensitive Appli- 


cation... PLUS the permanence of a true decal sign! 


The list of leading national and regional PO.P. 
advertisers who have switched to Meyercord 
Pressure Sensitive Decal Signs grows constantly. 
More and more advertisers are coming to appre- 
ciate the speed and simplicity of Pressure Sensi- 
tive Application, combined with all the brilliance 
and permanence of a true Meyercord Decal. No 
water is needed for this rapid, easy application 

. just peel off the backing paper, apply and 
squeegee. It’s a fact proved over and over that 
far more signs go up... because you'll have the 
fullest cooperation of routemen, salesmen and 
field crews. Any size or colors, including full 
color halftones. 


We'll gladly send you samples and full information 
about Pressure Sensitive Decal Signs... write! 


the MEYERCORD co. 


5323 West Lake Street, Chicago 44, Illinois 
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@ And the Price is Right, by Mar- 
garet Case Harriman, The World 
Publishing Co., Cleveland and New 
York, 318 pages, $4... This is an 
informal history of Macy’s, re- 
putedly the largest department store 
in the world. Started by Rowland 
Macy just 100 years ago, the main 
store, in New York’s Herald Square, 
serves an estimated 150,000 shop- 
pers a day. 

Mrs. Harriman, an experienced 
profile writer for the New Yorker, 
tells of the growth, the trials, the 
incidents that occur in the life of 


a great store. She has collected 
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Shoplifters . 
approach 


. with the large inventive 


lilustration by Roy Doty 


many stories and anecdotes that 
take this volume out of the routine 
of company histories. 

Of particular interest is her cov- 
erage of the advertising and pro- 
motion policies of the store, espe- 
cially when on its payroll were such 
wonderful people as Margaret Fish- 
back and Bernice Fitz-Gibbons, 
both copywriters who have never 
been matched. 


@ Television Production, by Harry 
Wayne McMahan, Hastings House, 
New York, 231 pages, $7.50 . . . This 
book has been given the subtitle 
“The TV Handbook & Dictionary” 
and covers a tremendous area in 
an ingenious way. Each of its 15 
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chapters, which start with the 
basics of telecasting, and cover such 
elements as programming, lighting, 
animation, the advertising agency, 
is written in straightforward, sim- 
ple, explanatory prose. But each 
new television term is printed in 
boldface. These terms are then in- 
cluded in the last part of the book 
in an alphabetical listing, with page 
numbers given. 

Thus the book can be used two 
ways. If the reader is especially 
interested in one aspect of the art, 
he can turn directly to that chapter. 
On the other hand, if he is puzzled 
by a specific term, the index will 
help him find the definition, which 
will be surrounded by the explana- 
tions of related terms. Altogether, 
a useful reference volume for any- 
body who has anything to do with 
television. 


© Lettering Simplified, by Rand 
Holub, Watson-Guptill Publications, 
New York, 63 pages, $3.75 . . . This 
manual for beginners makes letter- 
ing seem so easy that it is surprising 
we aren’t all experts in handletter- 
ing. Taking one letter at a time, en- 
larged illustrations demonstrate the 
proper way of making each, using a 
chisel drawing pencil. Following the 
simple steps and practices described 
will not make the average copy- 
writer a fine calligrapher, but it will 
increase his understanding of type 
and increase the legibility of his 
headlines and roughs. 


® Social Science in Public Relations, 
by Rex F. Harlow, Harper & Broth- 
ers, New York, 203 pages, $3.50. . . 
The social scientist and the public 
relations man are two different kinds 
of people. The scientist — even the 
social scientist — is conservative, 
precise, reluctant to go from the 
specific to the general, while the 
public relations man is almost the 
exact opposite. A panel conducted 
by the Social Science Reporter 
reached six conclusions: 


1. Public relations men and social 
scientists don’t speak the same 
language. 

2. Public relations men and social 
scientists don’t have the same moti- 
vations. 

3. Public relations men expect more 
of the social scientists than the latter 
can deliver. 

4. The social scientists expect the 
public relations men to make all the 
advances, to do all the coming to 
them. 


5. Both sides need better com- 


munications — translators and liai- 
son. 

6. The time has come to act, not 
just talk about acting. 


This book is a first effort to bring 
the two groups together by pre- 
senting to the p.r. man some of the 
findings of the social scientists, in 
words that he can understand. Suc- 
cessive chapters cover such areas as 
attention, interest, persuasion and 
motivation. 


e Persuasion for Profit, by Nicholas 
Samstag, University of Oklahoma 
Press, Norman, Okla., 208 pages, 
$3.75 . . . This is a book that should 
be in the library of every advertis- 
ing and sales promotion man, for it 
combines knowledge and _ under- 
standing with a wit and a charm 
that is rare in such “self-help” vol- 
umes, most of which tend to be 
pompous and stuffy. 

The author, director of promotion 
for Time, defines his craft as “the 
procedure of distributing as widely 
and persuasively as possible those 
truths which it is to your advan- 
tage to make known.” He sets in a 
more confining order the three 
terms: promotion, advertising and 
merchandising. “Promotion is the 
general or formal word for group 
persuasion of any kind; Advertis- 
ing suggests the purchase of time, 
space, printing, or any other me- 
dium to reach groups of people with 
a persuasive message; Merchandis- 
ing is advertising at the point-of- 
sale, the place where the 
transaction takes place.” 

Based on this series of definitions, 
Mr. Samstag covers the varied as- 
pects of promotion, from market 
research to the creative process to 
the character of the promotion man 
To this editor, his descriptions of 
the condescending flinch, the dila- 
tory tapper, the silver-crested pro, 
and other writing “birds” are worth 
the price of the book all by them- 
selves. 
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The Promotion Man .. . has “an 
insatiable desire to get other people to 
do what you want them to do.”’ 


—Drawirg by Irwin Glusker from ‘Persuasion for Profit’’ 





==(TEAR HERE FOR READY REFERENCE)- 


PUSH OUT 
HERE 
FOR 

COMPARISON 


3 
i 
* 
% 
x 
5 
t 
; 


‘ Pig LORS ELLE IMCD EE 
tt Ghat WEE SEE AH E EG EECLLOERNGIE OBE LAGER IS 


This is not just another white sheet but the whitest coated stock now in 
regular production. Its sparkling brilliance can mean greater profits for 
you. Just push out the perforated area above and slide any ordinary 
coated white sheet underneath for comparison. What makes the differ- 


ence? This paper contains CALCOFLUOR* WHITE 


(see other side) 






















Exciting, whiter-than-white 
CALCOFLUOR-treated papers make 
product illustrations sparkle... 
virtually double the effectiveness 
of calendars, brochures, annual 
reports, letterheads, or any print- 
ing job in which whiteness is of 
prime importance. 


Eye-appeal . . . vitality. . . and 
real selling power are some of the 
outstanding competitive advan- 
tages youcanhelp yourcustomers 
gain by recommending papers 
treated with CALCOFLUOR* White. 
They will enhance the quality of 
your own good work, and point 
the way to more business... 
greater profits. 

See for yourself what a striking 
difference CALCOFLUOR- treated 
papers can make! Ask your jobber 
for samples, or write to Cyanamid. 











“On the recommendation of our printer (Edmund R. Davidson), <—Ersrss ie 


we selected a CatcorLuor-treated paper for the brilliant AMERICAN CYANAMID COMPANY 
white pages of our Christmas catalog. I’m certainly DYES DEPARTMENT 
delighted with the crisp, clean look of copy and illustration.” Bound Brook, New Jersey 
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Portland, Oregon 


4 
p 


D 
uv ® 


—says Mr. RICHARD WOLFE 
Purchasing Agent 
Wallachs, Inc. 

New York City 
















North American Cyanamid Limited 
A r ra 


ae Nanartment ' 
Co Verve Cre © MiVIeai chi 


CALCOFLUOR 


rants 










Selected AR Reprints 


to enter 


The following have been selected from the full list of feature articles 
now available in reprint form. The complete list appeared in the December 
issue. Except where otherwise specified, each reprint costs 25c. Please order 
by number, enclosing payment for all orders of $2 or less. Quantity prices 
are available on request. Send orders to Reprint Editor, AR, 200 East 
Illinois St., Chicago 11, Ill. 
















Printing 


Sponsored by Peninsular Paper Co., 
Ypsilanti, Mich. Entries may be sub- 
mitted by paper merchant or sent to 
Peninsular Contest, P. O. Box 2256, 
Detroit. Open to advertisers, agencies 
and printers for any job printed on 
Peninsular cover or text stock. Each 
month three winners will receive awards. 

Closes last day of each month | 




























New This Month 


303 A Basic Guide to Business Films 
Checkpoints in planning, production and distribution of motion pictures 
302 A Basic Guide for Better Advertising Photos 
How to work with photographers to get better photos more economically 
244 Designing for Posters — by Garrett P. Orr 
Practical hints from a leading art director in this field 
242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 
Money-saving ideas from a practical producer 










Public Relations 


Sponsored by the American Public Rela- 
lations Assn., 1010 Vermont Av., NW, | 
Washington. Entries will be judged in | 
17 categories including government, | 
utilities, agriculture, manufacturing and | 
banking. Awards will be made for the | 
most notable use of public relations | 
techniques in attaining a particular goal 
during 1957. Certificates of Achievement 
may also be awarded other entries in 
each category. 
















Audio-Visuals 


224 The Art of Communication — by Richard A. Naumann (50c) 
A four-part series teaching admen production techniques and uses of audio-visuals 
145 Audio-Visuals Don’t Have to Cost a Lot of Money to Be Effective 
Reardon Co. produced its own prize-winning film strip and saved money 




























Miscellaneous 
236 A Code of Ethics for Art 


Closes March 1, 1958 



















Sherwood Television Awards 





The official code of ethical practices in buying art 
. : — 5 232 The Story of the Influential — by Peter E. Schruth 
Sponsored by The Fund of The Re- A Saturday Evening Post executive takes you inside one of the year’s major promotion campaigns 
public, 60 East 42nd St., New York: 









226 School For Home Buyers — by Stanley E. Cohen 
How a national association worked out a plan for a public service prograr 
218 Ten Rules for Believable Testimonials 
How to get the most value from a personal endorsement of your product 





Robert M. Hutchins, president. Open to 
all television programs not related to the 
Fund which deal with a topic related 
freedom and justice shown on com- 
mercial stations in the U.S. and _ its 
territories. Programs considered to have 
merit will be eligible for the Robert 
E. Sherwood Awards consisting of a 
first prize of $10,000 and four addi- 

tional awards of $1,000 each. 
Closes May 31, 1958 






215 AR Idea Album (50c) 










A collection of 114 ideas taken from our popular and helpful feature 
210 How Agencies Work Together — by James Robertson 


The background of a successful campaign that required detailed coordination 
208 Emblems — by Robert M. Marks 


A practical guide to the development of an emblem identification program 



















202 How | Solved it ($1) 
64-page book containing over 125 selected ‘‘How I Solved It’’ items from AR readers 
165 Bankers Are People, too — by Jeff Thomson 
How a bank extends its advertising service to over 100 correspondent banks 



















Motion Pictures 
209 Miller Makes a Film — by Benn Oliman 






Specialties and Calendars 
Sponsored by Advertising Specialty 
























f 2 How Miller Brewing developed its centenary film: a step-by-step report 
Natl. Assn... 1145 19th St... NW. Wash- 198 Less Than 1c Per impression — by Mildred Weiler 
. y , . . st ffective business n e produced by Wabast Railroad 
ington 6: Ralph ) . Cxec > : The story benind an e 

gon Ral; t The nn Executive Di 113 Three Dimensional Gusinees Movies Become a Reality a - by Dick lien 
rector. Open to husinessmen who use Production highlights of a color and sound movie produced with Bolex 3-D syster 









advertising specialties and calendars in 
advertising, merchandising or public re- 
lations activities; also to anyone who | 
buys, sells or uses them for a business 








Signs 


237 Signmanship for Edsel Dealers 




















. > s “izes ¢ are vive | The full details on one of the largest sign programs of recent years 
purpose. Cash prizes also are given for | S00 Gesstny Mare Cillem 
best descriptions and documentations. How Falstaff used decals to get uniformity in truck painting 
Closes July 1, 1958 233 How to Plan a Decal Valance Program — by Benn (Oliman 
Miller Brewing Co.’s advance planning built a program for its dealer 
216 How to Use Highway Signs 
A guide to the basic principles of outdoor advertising 


213 Philco Signs Up — by Allen Sommers 
A sign program with a unique share-the-headache feature meets local need 


212 Dealer Program Builds Unity for Culligan 

















How to get 1,100 dealers to join ina perative identification program 
152 A New Look for Signs 
Changeable copy signs: a growing trend in outdoor advertising 
132 Ford Uses Unusual Teasers in Southern California — by Phil Seitz 
The story cf a unique teaser technique for painted bulletin: 
130 A “New Medium"’ Gets Its First Major Test — by Dick Hodgson 
How an insurance company used bumper strips as key element of 





Tape Recorders 
177 The Use of Tape Recorders in Advertising — by H. Jay Bullen (50c) 


Two special articles: advertising uses for tape recorders and how to select a tape re 







Television 














217 Getting Your Film on TV Cost Free — by Richard Marvin 
How to prepare your old films for tv’s needs 
204 Colorcasting — by Sheldon M. Heiman 
Here's a case history report of a yrcast ‘first go agency 
189 How to Merchandise Syndicated TV Shows — - Maurine Christopher 
A list of suggestions for getting the most from tv filr 


181 How to Merchandise TV Tie-Ins — by Frank Jacobs 
How donors of prizes plan their tie-ins to fit a merchandising prograr 







Trading Stamps 


220 An Expert Answers Your Questions About Trading Stamps 

AR’s interview with John W. Young, Eureka Specialty Printing 
121 Trading Stamps Build Repeat Business for Denver Merchants — by Frank Lynn 
How a new stamp brand was introduced and promoted 





it was one of the greatest direct mail 
campaigns ever — 87% of all mail- 
men bought the product. 















March 1958 + ar =: 17 





ee ey 
Wh? 


i 
é 
G | % : 4 
to reater qaieSe ..: 
ww a ot" ae 


we. 5 


.. 


3 
hurt 


Not even the Sorcery of the Arabian Nights can match - 
the modern merchandising magic of KLEEN-STIK for KLEEN - TIK 


pulling extra attention to P.O.P. Displays and Labels. STRIPS and SPOTS 
(APPLIED AFTER PRINTING) 

© SO EASY TO USE—Peel backing paper and press Smart, Streamlined Way to Get Dis- 
: plays Up and Keep Them Up! 

in place. No water, no glue, no tacks or tape. Rcdaden, autmnandl tite ant teak 

® STICKS TIGHT—on any hard, smooth surface. application of KLEEN-STIK makes 

displays easier to put up . . . gets 

® GETS DISPLAYS UP—and keeps 'em up, in the best preferred locations. Can be applied 

anywhere on front or back . . . com- 

locations. bined with die-cuts and folds to pro- 


: : duce unique 3-D and novelty pieces. 
® EASY TO PRINT—any size, any shape, by any print- ieieliabie teats 11 ale sae 
ing process. plants. 


T} Tt's Pressure- Sensitive 


SEE HOW AMERICA’S leading 


advertisers use KLEEN-STIK — send for free book- 
TS ee OR ST a a) <TC hd 
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Moistureless, Sel}-sticking Adhesive Products 
jor very Advertising and Labeling Need 


KLEEN-STIK “D” TRANSFER TAPE 
Instantly Makes any Printed Piece into a Self-Sticking P.O.P. Display! 


New quick-transfer ’D” Tape adds Fast... Easy . . . Economical 
famous KLEEN-STIK peel-and-press “D” Tape is easily applied by 
convenience to Window Stream- hand — or for larger runs, on 
ers, Ad Reprints, Wrap-around the new Automatic Applicator. 
Labels, forms and other printed Available in rolls 42”, %”, and 
material. 1” wide. 


KLEEN-STIK “DUBL-STIK” 


KLEEN-STIK “VINYL-STIK” 


For Longer-Lasting Weatherproof Outdoor Displays 


Tough, flexible Firestone ‘’Velon” plastic, backed with famous KLEEN-STIK peel-and-press adhesive, produces 
self-sticking outdoor displays that last longer, stay brighter, stick tighter on practically any surface. Water- 


proof, fade-proof, scuff-resistant — impervious to most oils, grease, salt, and acids. No harmful shrinkage 
or expansion on location. 


KLEEN-STIK Solid Adhesive-Backed PRINTING STOCKS 


KLEEN-STIK “Wakes Jt! 


KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives for Advertising and Labeling 


7300 West Wilson Avenue, Chicago 31, Illinois 
PLANTS IN CHICAGO, NEWARK, LOS ANGELES AND TORONTO 
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SALAMANCA CATHEDRAL, A DRYPOINT BY SAMUEL CHAMBERLAIN 
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Advertising Requirements 


Speechwriting will become 
simpler if you follow 


this nine-point procedure 


By Louis V. Marsh 
Advertising & Sales Promotion 
Department 

General Electric Co. 
Schenectady, N.Y. 


If you find it difficult to write a 
good speech, I’m not surprised. It is 
difficult. But you may be making it 
more difficult than it really is by 
not giving enough attention to how 
you prepare to write a speech. 

Some people are overwhelmed by 
the apparent magnitude of the 
speechwriting task. For these peo- 
ple, the kind of preparation I have 
in mind will break their mental log 
jam by giving them, as a first step, 
a routine procedure to be followed 
for every speech. 

Other people appear, at first 
glance, more fortunate. They spring 
right into action with an outline 
containing a number of topics re- 
lated to their subject. Next, they 
write all they know or can find out 
under each topic heading and in no 
time they have written a speech. 

Perhaps it is a good speech but, 
more often, it is still an outline, a 
miscellany of subject headings, with 
undeveloped transitions and with 


little organized thought content. 
Such people should benefit by a 
type of preparation which makes 
the development and logical con- 
nection of ideas related to audience 
interests an essential first step. 


> Speechwriting is an operation re- 
quiring distinct phases of prepara- 
tion. In this, it resembles the phases 
of a military operation. Take the 
military problem of crossing a river. 
On the other side is enemy terri- 
tory. Your objective is to get across 
the river in sufficient force to make 
the opposite shore yours. 

First, you enter an _ intelligence 
phase. You have to study the enemy, 
his strength, equipment, location. 
disposition and morale. You have 
to study the weather on the day 
and hour of crossing. You have to 
study yourself and your forces and, 
finally, you have to study the river 

- your chief terrain obstacle. 

Next, you develop a plan of at- 
tack. Then, you gather the forces 
and the material necessary to the 
success of your operation and dis- 
tribute them according to your 
strategy. Finally, you go into action. 
You'll probably end up building a 
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bridge, but there’s a great deal of 
preparation to be done before you 
float your first ponton. 


> Speechwriting, too, has its opera- 
tional phases. Each one is neces- 
sary. Each one must be done in 
order. 


1. Gathering information on the 
audience, the occasion. 

2. Writing down your objective. 
3. Developing a strategy based on 


analysis of the audience, the occa- 
sion and your objective. 


4. Research guided by needs of 
subject and requirements of strat- 
egy. 


5. Developing of an 
point of attack. 


6. (Optional) Writing an active 
outline, or “motivated” sequence. 


opening, or 


7. Writing a rough draft. 
8. Soliciting criticism of draft. 
9. Writing the final speech. 


In my opinion, poorly prepared 
speeches result most often from 
neglect of the first three phases, 
which end with the written expres- 
sion of a clearly defined strategy. 
For this reason, only these phases 
will be discussed here. 


> Here is the essential first step in 
preparation — gathering and writ- 
ing down information about: 


e The audience 
@® The occasion 
@e Yourself 


If you are surprised at the third 
item, bear with me for a moment. 
Let’s go into greater detail on the 
kind of information you need under 
each of these headings. 


The audience . . A correct evalu- 
ation of your audience is of funda- 
mental importance to the success of 
your talk. Who are they? Engineers? 
Parents? Local businessmen? What 
do you think they expect to hear 
from you? What is their level of 
knowledge of the subject you have 
been asked to speak on? Do they 
have a particular attitude towards 
you at the outset, either favorable 
or unfavorable, or are they neutral? 

Do they have a known or ascer- 
tainable attitude towards your sub- 
ject? Do they have a particular 
attitude towards your objective? 
Finally, and most important when 
you come to the point where you 
are ready to consider strategy, what 
appeal to basic human wants and 
desires should prove most effective 
with this audience? 
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The occasion of your talk will 
have a great bearing on the tone 
you should use. Are you the main 
speaker at a Rotary Dinner, one of 
several speakers at a business re- 
view, presenting an introductory 
talk to a course at a factory school? 
The occasion will suggest whether 
it should be in good taste to be light 
or heavy, brief or lengthy, full of 
praise or blame. 


You .. Who are you? This question 
is not meant to be facetious. You 
have certainly noticed the strange 
sea-change suffered by some of 
your friends when they rise to 
speak — especially when they read 
speeches. Either their voices be- 
come artificial, their manners pomp- 
ous, and their diction unnaturally 
elaborate, or they are pale, reticent 
images of their normally robustious 
and exuberant selves. 


Whoever you are, when you write 
and deliver a speech, find out who 
you are, and be yourself. 


> Almost all of us commit one 
grievous fault. Because we actually 
write the speech, we forget that 
this written word must eventually 
be spoken; but when the work is 
spoken, we are as surprised as our 
audience to hear ourselves saying 
“impecunious” when we _ really 
meant “poor.” Generally, it is better 
to use simple, well-understood 
words then polysyllabic or unusual 
words. I say it is generally better, 
not always better, for two reasons. 

First, I have never seen a rule 
that could not be broken to ad- 
vantage; second, unusual words, or 
polysyllabic words, may serve the 
very useful purpose of providing 
rhythm to a sentence, of having as- 
sociations that you wish to convey, 
of providing humor, or of being 
frankly mystifying, if that is your 
purpose. 

Perhaps you've heard that you 
should use only one-syllable Anglo- 
Saxon words. Fine, but Anglo- 
Saxon is as dead a language as 
Latin or Norman French, so I would 
hardly recommend its use in place 
of English, which is made up of all 
three, and then some. 

Gathering information on _ the 
audience and the occasion is the 
first step in preparing a talk. The 
thought content in this phase is 
small, and this is fine. It enables 
you to get to work immediately 
with a routine that is invariable 
from speech to speech. 

But now you must decide on your 
objective, so you can no longer 
postpone thinking. 


> The most important thing that can 


Nine Steps to 
Better Speeches 

- Gather information on the au- 

dience and the occasion. 
Write down your objective. 
Develop a strategy based on | 
analysis of the audience, the | 
occasion and the objective. 

- Do your research, guided by 
the needs of the subject and the | 
requirements of the strategy. 
Develop an opening, or a point 
of attack. 

. Write an active outline or moti- | 
vated sequence. 
Write a rough draft. 

. Solicit criticism of the rough | 
draft. 

9. Write the final speech. 





be said about your objective is that 
you should have one. Strangely 
enough, many a speaker has left his 
audience entirely confused about his 
objective simply because he didn’t 
have one. 

Without a clearly defined ob- 
jective, your speech, for all practical 
purposes, is much ado about noth- 
ing. You must know if you want 
your audience, at the end of your 
speech, to regard your company as 
a good citizen, to despise evil or to 
vote Republocrat. 

Your objective is what you want 
the audience to do or to think when 
you have finished. Therefore, you 
will have to decide if it is something 
they can understand in the first 
place and do in the second place. 

While your subject is often as- 
signed to you, your objective is 
yours to choose. Choose it carefully. 
If you are a mathematician, for ex- 
ample, speaking to an audience of 
laymen on “The Place of Mathe- 
matics in Business,” it is unlikely 
that you would try to give them a 
knowledge of statistical mathe- 
matics. More probably, you would 
want to give an appreciation of the 
importance of mathematics by 
showing them how they, themselves, 
perform statistical operations daily, 
at home and in the office, without 
realizing it. 


>» Having selected an objective, you 
must now do the most important 
thinking you will have to do for the 


duration of your speechwriting 
effort. You must make a decision on 
strategy. If clear objectives are 
sometimes missing from speeches, 
the all-important element of strat- 
egy is often non-existent. 

The use of the word strategy, with 
its military implications, is far from 
accidental. Should you make a 
frontal assault on the prejudices of 
the audience or flank them? Should 





papers 


From booklets to bookkeeping . . . from 

calendars to copy machines... Nekoosa makes a 
paper for every business and 

for almost every business use. Discover for yourself! 
Find out why thousands of leading companies 
always make it a point to specify Nekoosa Papers! 


Nekoosa Bond 
Nekoosa Ledger 


Nekoosa Duplicator 
It pays to Nekoosa Mimeo 


. Nekoosa Manifold 
plan with your Nekoosa Offset 


, / Nekoosa Copy-Fax 
printer: Nekoosa Opaque 


Nekoosa Master-Lucent 
and companion ARDOR Papers 


NEKOOSA-EDWARDS PAPER COMPANY 


Port Edwards, Wisconsin 


Mills at Port Edwards and Nekoosa, Wisconsin, and Potsdam, New York 
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you beat down their objections with 
a barrage of facts or promise them 
good treatment if they surrender. 

Strategy is the plan of action 
through which you relate your ob- 
jective to the desires of the audi- 
ence in order to make your beliefs 
and purposes theirs. 


> The development of a strategy is 
the point of decision in your speech- 
writing. Mind you, you haven't 
written a word of the speech yet, 
you haven’t made an outline, yet I 
feel that you are about to make the 
most difficult and important deci- 
sion of all. 

Here’s where you put together all 
you know about the enemy, his 
morale, the strength and weakness 
of your forces, the depth and width 
of the river and make a decision. 
You are ready to build a bridge 
from your island of self-interest to 
the audience’s. 

Suppose it were your objective to 
sell a deodorant to your audience. 
This is a simple sales objective. 
Your strategy might be to take ad- 
vantage of a presumed desire on 
their part to “smell clean.” 

This strategy will work very well 
in most parts of the United States, 
today. But suppose you were trying 
to peddle your deodorant in parts of 
Europe, or the Middle East — and, 
of course, there’s Alaska where the 
Eskimos anoint their bodies with 
fish oil. In these places, the disad- 
vantages of body odor are by no 
means well established. 

You would, therefore, have to ap- 
peal to some more universal and 
deeply rooted desire than the desire 
to “smell clean,” possibly to the 
desire to be successful in love. Your 
strategy would then be to convince 
your audience that use of your 
deodorant will make each and every 
man a veritable Don Juan. 


> The point is that your strategy 
must be based on a thorough and 
imaginative analysis of the audi- 
ence, the occasion and your ob- 
jective. I have said little or nothing, 
you will notice, about your subject. 
There’s a good reason for this. Al- 
though you are generally assigned 
a subject, the portion of it that you 
will treat, and the level on which 
you will treat it, will emerge grad- 
ually from the steps of preparation 
that end with the statement of 
strategy. 

Your strategy should be written 
out in detail. Doing so will involve, 
first, putting down on paper all you 
know about the audience and the 
occasion and all you know about 
audience attitudes towards you, 
your subject and your objective. 
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Secondly, to develop your strategy, 
you will have to analyze all of these 
elements in order to make a deci- 
sion on how to accomplish your ob- 
jective. 

This will mean finding some path 
of least resistance along which you 
can channel your ideas to your 
audience and so make your views 
their views. 

You may wonder about. the in- 
sistence on writing down all this 
preliminary information, including 
your objective and your strategy. 
It may seem like unnecessary labor. 
It’s labor, all right, but nothing 
like the head-scratching labor you 
will have later if you don’t do it. 

Remember, almost any speaker 
will assure you that he knows per- 
fectly well what he is going to speak 
about and why. But you have 
listened to a lot of speeches and 
you know this couldn’t be true. 


> Write down your objective and 
your strategy, and then see if they 
make sense, given the nature of the 
occasion and of the audience. 





When you have done this, you 
will have accomplished the most 
difficult part of your speechwriting 
job. You will have, in your written 
strategy, something which will do 
several extremely important things 
for you: 


1. The written strategy will guide 
you in your search for material. 


2. It will help you to develop a 
good opening, or point of attack. 


3. It will make the actual writing 
of the first draft a pleasure, rather 
than a fearful chore, by providing 
you with the most natural of or- 
ganizing principles, a clear line of 
purposeful thought. 


4. The qualities of the strategy that 
make it so useful in writing the 
speech will make the speech easier 
for the audience to understand. 


5. Finally, a good strategy, since it 
is based on analysis of audience 
interests and desires, will provide 
your speech with built-in interest. 
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EXHIBITS 


College in a Booth 


To get the ear of the casual booth visitor for a longer time than 
usual, Harris-Intertype set up a 


“university” in its booth. Six 


colleges made up the university, each representing a different 
facet of the company’s operations. For each there was a mortar- 
board wearing professor who gave the student a course, and then 


your 


idea 


Album 


signed an attendance card. When all six courses were taken, 
the filled-out card was handed to the Dean, who placed it in a 
box for the daily drawing for a transistor radio. Diplomas were 


1 


sent to all completing the course. 


DIRECT MAIL 
Money Talks 


Actual paper money was used by Motorola in an effective mail- 
ing to dealers to emphasize the value of merchandising a con- 
sumer ad. The money, a 1,000-mark German note of no value 
was clipped to a letter that pointed out that the note was once 
worth plenty, but now had lost value. "Just goes to show — 
Timing is all-important,”” the letter pointed out before going on 
to stress the value of good timing in promoting current adver 
tising 


EXHIBITS 
Copy Holder 


It is always a problem on how to handle large numbers of 
sample sheets in an exhibit, especially when you wish to change 
them frequently and be able to take them off for close examina- 
tion. Inter-Chemical Corp., Printing Ink Division (IPI) solved the 
problem in a particularly neat way by making its background 


panel of perforated steel, and using small magnets to hold 
literature in place. 





CHAMPION 


7c Fe 


BY CHAMPION 


This insert, reproduced by offset lithography on 
Wedgwood Coated Offset, eighty pound basis weight, 
shows the capabilities of this paper for black and 
white halftone, line and four-color reproduction. 
Wedgwood Coated Offset is first choice of advertisers 
and lithographers for quality and press performance 


CHAMPION PAPER 


AND FIBRE COMPANY 


HAMILTON, OF 


—One of a series designed to demonstrate the print 
ability of Champion Papers — 


ACE IN PAPERMAKING 





THE PARADE OF CHAMPION MERCHANTS 


QUALITY HOUSES THAT OFFER A QUALITY LINE OF PAPER 


ALABAMA 
The Whitaker Paper Company 
Mobile The Partin Paper Company 
M ery W. H. Atkinson Fine Papers 


ARIZONA 


enix Blake, Moffitt & Towne 
Butler Paper Company 
Blake, Moffitt & Towne 


ARKANSAS 
Rock Roach Paper Company 


CALIFORNIA 


Blake, Moffitt & Towne 
k Blake, Moffitt & Towne 
j Be Blake, Moffitt & Towne 
Angele Blake, Moffitt & Towne 
Carpenter Paper Company 
ent Blake, Moffitt & Towne 
Be / Blake, Moffitt & Towne 
' Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 


COLORADO 
Carpenter Paper Company 
Graham Paper Company 
CONNECTICUT 
John Carter & Co., Inc. 
John Carter & Co., Inc. 
DELAWARE 
Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
The Whitaker Paper Company 


FLORIDA 


The Jacksonville Paper Co. 
The Everglade Paper Company 
The Central Paper Company 
The Capital Paper Company 
The Tampa Paper Company 


GEORGIA 


The Whitaker Paper Company 
The Macon Paper Company 
The Atlantic Paper Company 


IDAHO 


Blake, Moffitt & Towne 
Carpenter Paper Company 


ILLINOIS 


Bradner Smith & Company 
Dwight Brothers Paper Company 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Company 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
2 y Irwin Paper Company 
Rock 4 Cc. J. Duffey Paper Company 


INDIANA 


Fort Wayne The Millcraft Paper Company 
Indiana Paper Company, Inc. 


IOWA 


Moine Carpenter Paper Company 
Pratt Paper Company 
Carpenter Paper Company 


KANSAS 


Topek Carpenter Paper Company 
hit Southwest Paper Company 


KENTUCKY 
e | The Rowland Paper Company, Inc. 


LOUISIANA 
New € The D & W Paper Co., Inc. 
MAINE 
August John Carter & Company, inc. 
MARYLAND 


Garrett-Buchanan Company 
The Whitaker Paper Company 


MASSACHUSETTS 


Bost John Carter & Company, Inc. 


The K. E. Tozier Company * 
f jfield John Carter & Company, inc. 
‘ ' John Carter & Company, inc. 


MICHIGAN 


The Whitaker Paper Company 
1 Rapid Central Michigan Paper Co. 


MINNESOTA 


Cc. J. Duffey Paper Company 
Inter-City Paper Company 
Cc. J. Duffey Paper Company 
Inter-City Paper Company 


MISSISSIPPI 


k Jackson Paper Company 
i Newell Paper Company 


MISSOURI 


rk ty Carpenter Paper Company 
t Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 


MONTANA 


Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEBRASKA 


Carpenter Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 


NEVADA 
Re Blake, Moffitt & Towne 


NEW HAMPSHIRE 
John Carter & Company, inc. 


NEW JERSEY 


Central Paper Company 
Trent Central Paper Company 


NEW MEXICO 
Carpenter Paper Company 
NEW YORK 


f y Hudson Valley Paper Co. 
Binghamt Stephens & Company, Inc. 
Bufta Hubbs & Howe Company 
j tow The Millcraft Paper Company 
y.. Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Milton Paper Co., Inc. 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
{Bulkley, Dunton, Far East 
Bulkley, Dunton, S. A. 
Champion Paper Corp., S.A. 
Champion Paper Export Corp. 
Genesee Valley Paper Company 


NORTH CAROLINA 


Henley Paper Company 
The Charlotte Paper Company 
Epes-Fitzgerald Paper Company 


New York Cit 


Raleigh 


OHIO 


Akror The Millcraft Paper Company 
ycinna The Cincinnati Cordage & 
Paper Company 
The Queen City Paper Company * 
The Whitaker Paper Company 
The Millcraft Paper Company 
ur Sterling Paper Company 
yton The Cincinnati Cordage & Paper Co. 
nsfie Sterling Paper Company 
ed The Millcraft Paper Company 


OKLAHOMA 
Oklahoma City Carpenter Paper Company 
Beene Paper Company 
Tayloe Paper Company 


OREGON 
Portland Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 


PENNSYLVANIA 
Kemmerer Paper Company 
' Garrett-Buchanan Company 
ter Garrett-Buchanan Company 
Garrett-Buchanan Company 
Matthias Paper Corporation * 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
Pittsburgh The Whitaker Paper Company 
Reading Garrett-Buchanan Company 
RHODE ISLAND 
dence John Carter & Company, Inc. 
SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 
SOUTH DAKOTA 
Sioux Falls Paper Company 
TENNESSEE 
Bond-Sanders Paper Company 
Knoxville The Cincinnati Cordage & 
Paper Company 
Tayloe Paper Company 
Bond-Sanders Paper Company 
TEXAS 
Kerr Poper Company 
Aust Carpenter Paper Company 
{ Carpenter Paper Company 
El F Carpenter Paper Company 
W orth Carpenter Paper Company 
H jer Carpenter Paper Company 
Houst Carpenter Paper Company 
bbock Carpenter Paper Company 
Antor Carpenter Paper Company 
UTAH 


gde Carpenter Paper Company 
t Lake City Carpenter Paper Company 
VIRGINIA 
folk Epes-Fitzgerald Paper Company 
Richmond Epes-Fitzgerald Paper Company 
WASHINGTON 
Blake, Moffitt & Towne 
Carpenter Paper Company 
Spokane Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Tacoma Blake, Moffit & Towne 
Yakin Carpenter Paper Company 
WEST VIRGINIA 


The Cincinnati Cordage & 
Paper Company 


WISCONSIN 
Milwaukee. Dwight Brothers Paper Company 
CANADA 
Toront Blake Paper Limited 
"BOX WRAP GRADES NLY 


PRINTING PAPERS AND BOX WRAP GRADE 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 


Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 





How Traveling Exhibits 


Build Good Will 
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Four Exhibits . . . Typical of the larger 
displays used by Southwestern Bell, these 
are aimed at state fairs, etc 


Southwestern Bell Telephone Co. uses more than 50 
display units, on a five-state circuit, to bring 
its many messages to its many publics. 


By Mildred Weiler 


A series of more than 50 different 
circuit displays, traveling a five- 
state area, is doing an effective 
customer relations job for South- 
western Bell Telephone Co. 

The displays, which average 314’ 
high by 4’ wide, promote the sale 
of telephone services along with the 
dissemination of customer informa- 
tion. 

A single theme used in one dis- 
play may be from any one of a 
variety of subjects such as: 


@ Easy shopping 
pages 

® Calling long distance by number 
@ Value of extension telephones 

® Reduced long distance rates after 
5 p.m. and Sundays 

@ Telephone equipment for special 
purposes 

¢ Company films and_ programs 
available for organizations 

e How to get faster long distance 
service 


via the yellow 


The advantages of using addi- 


BoIN when youre OUT 


Order a telephone 
ANSWERING and 


Two Window Displays 


tional telephones both in business 
and at home, plus the decorator 
touch theme as applied to the 
various colored telephones, are 
other subjects covered. 

Others tell the service theme, 
such as the conference call, using 
the new speakerphone, the illumi- 
nated dial, service for the handi- 
capped, such as bedside telephones 
for the hospitalized, amplifiers for 
the hard-of-hearing and so on. 


> The displays are not only an 
effective means of merchandising 
the company’s story, but the dis- 
plays themselves are merchandised 
again and again, and the cost of a 
single display, therefore, is re- 
duced through its multiple use. 
Since Southwestern Bell built its 
first window display for its head- 
quarters building in St. Louis in 
1935, the number of displays has 
been increased and their multiple 
use extends to a traveling circuit 
in Missouri, Arkansas, Texas, Kan- 
sas and Oklahoma, with four sep- 
arate circuits exchanging the more 


ri other amily men 
director 

in the telephone 

(gt S Wr. Mk abet 


. Routed from office to office, these traveling displays usually 


stay for two weeks in the front window of the local telephone office, then are repacked 


and shipped to the next town on the schedule. 


Shows & Exhibits © 25 
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Does It FASTER! 


You can count on Marie to handie your complete 
mailings — and be assured of prompt and ac- 
curate services 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 25 years — 


Multigraphing ° Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 
Addressograph list and hand-list main- 
tenance. 


Call Wabash 2-8655 and Just Ask For Marie 


431 SoutH DEARBORN STREET 
Cuicaco 5, Itt. WABASH 2-8655 


Remember, you want the finest in 
fluorescence —ask for it by name 
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TESTED” 


BapiaeT COLOR CO 


COLOR CARD . . . for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS . . . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


15 
RADIANT COLOR CO. 
830 Isabella St., Oakland 7, Calif. 
Manufacturers of Sun-Tested Velva-Glo fluorescent 


papers * cardboards + silk screen colors « bulletin colors 
coated fabrics + water colors * qwik-spray colors 
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than 50 displays month after 
month, and in some cases semi- 
monthly. 


Number One is called the general 
window circuit which begins in St. 
Louis and travels to those tele- 
phone offices in the Southwestern 
area which have street level dis- 
play windows. There are 20 points 
in this circuit. On a rotating basis 
each office in the circuit gets all 
of the displays and shows, each one 
for two weeks. 

The second circuit, with 13 points, 
is in the Texas area beginning in 
Dallas and ending in Orange, Texas. 
Displays on this circuit rotate on 
a two week basis. 

Circuits A and B are routed to 
those offices in the Southwestern 
area where there are no window 
display areas and the displays are 
used inside the business offices on 
special stands designed for that pur- 
pose. There are a dozen points on 
each of these circuits, and each 
office keeps the display a month. 
New displays are constantly being 
designed and built to replace those 
retired from service. 


>» Ad-Craft Inc., St. Louis, design- 
ers and producers of the displays, 
also maintains a schedule for each 
traveling exhibit, and knows ex- 


actly where each display in the 
four circuit “road show” is _ lo- 
cated. 


If, perhaps due to a change in 
policy, Southwestern Bell wishes 
to immediately withdraw a specific 
display, it is simply a matter of 
looking on the record sheet and 
telephoning the manager of the 
telephone exchange where the ex- 
hibit is on display. 

Ad-Craft then ships one of the 


spares, which they have in the 
house to take care of such an 
emergency. 

The same situation applies if 


(and this doesn’t happen too often) 
a display is damaged. 


> To eliminate the damage hazard 
that might plague a road show of 
this type, Ad-Craft puts full em- 
phasis on sturdy building of both 
the display and the crates. Crates 
have hinged lids to avoid use of 
hammers to open a case. They also 
use washable lacquers and other 
finishes so the unit can be wiped 
off and kept fresh with a minimum 
of effort. 

Identification marks on the back 
of the display include the display 
number and construction date. In- 
structions on how to install the dis- 
play are inside the crate. 

In addition each manager of a 
Southwestern Bell branch in the 


Why. sure | 
Its easy, its quick 






an 
doesnt cost much 


Selling Service . 
simple, each of these concentrates on a 
single point. 


. . Colorful, attractive, 


five state area receives a schedule 
sheet which shows him the type of 
display he will get, when he will 
get it and to whom he is to send 
it and when. It also shows the name 
of the next unit he will receive and 
when it will reach him. 


> Simplicity is the keynote not only 
in keeping the maintenance costs 
down, but also in doing an effec- 
tive selling job. There are no mov- 
ing parts on any of the itinerant 
displays. 

Backbone of both the attention- 
getting and selling value of each 
unit is the single theme line 
sentence in either flat or cut-out 
3-D letters. They are short, pithy 
punch lines, that immediately get 
the idea across, such as “I’m in Here 
Too,’ on aé display which en- 
courages a directory listing for a 
teen-ager, or “Portrait of a Wife- 
Saver,” the line that tells the story 


of an extra telephone in the 
kitchen. 
Cut-out figures, flat or 3-D, 


illustrate the punch line. These are 
done in color. 


> Although Ad-Craft designs and 
produces the displays, and handles 
the itinerant schedules, the copy 
and plans for each display are 
worked out by the customer rela- 
tions department of Southwestern 
Bell Telephone Co’s headquarters’ 
office in St. Louis, and approved 
by the heads of each department 
involved. 

After Ad-Craft gets the final 
okay on its color sketch, a serial 
number is furnished, the display is 
built and the finished product is 
ready for the road. 

At the end of each 


road run, 





usually seven months, the displays 
are returned to Ad-Craft for re- 
furbishing. Some are sent out again 
on a different circuit, others kept 
at Ad-Craft as spares. Ad-Craft has 
facilities for storing as many as 
200 displays. 


> Also getting multiple use out of 
each exhibit are Southwestern’s 
major exhibits used at home shows, 
local and state fairs, national edu- 
cation shows and Southwestern 
Bell’s own program of holding open 
house in the various exchanges of 
its five state area. 

These displays vary from six feet 
to 20’ in size and tell a more com- 
prehensive story by means of me- 
chanical devices, tape recordings, 
live narration and pictorial ap- 
proach. 

Here, too, Ad-Craft Inc., which 
designs and produces the displays 
and handles the itinerant schedule, 
stresses the following: 


® sturdy construction 
® substitution of plastic for glass to 
avoid breakage in handling 
washable colors 
extra lamps 
extra message sound tapes 
well-planned plywood — shipping 
cases 
@ hinged lids 
@ proper padding and packing ma- 
terials 
® intelligent assembly drawing 
® intelligible drawing for recrating 
@ clear case designations 


These exhibits are also rotated 
and are on the road from show to 
show or fair to fair for a period of 
from two weeks to three months. 
After that, they, too, are returned 
to Ad-Craft for refurbishing or re- 
quired revisions. 

A card file on each exhibit is 
kept in the Ad-Craft office and 
indicates the receipt or shipping 
date of any exhibit to and from 
any city or show. 

Major exhibits of Southwestern 
Bell Telephone Co. at local and 
state fairs, home and trade shows 
have been traveling the five state 
area on a large scale since 1952. 44 


That’s the first time | ever heard of 
clothes having to be flameproof. 


| QO, E DAY A LITTLE BIRD called on an ox she admired 
| but the ox paid her scant attention. Next day she 
valled again...and on the following day...and on 
the day after that, but the ox practically ignored her. 
The little bird was very discouraged and decided to 
never call again. As she started to fly away the ox 
said, ‘‘Come again Friend.’’ 
D F KELLER CO Printers with imagination 
3005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 
We have clients in America’s foremost industries 


and would like more 


Clean-cut 


Gy 


foroy 
Here Type Can ea); SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Here's a collection of recent exhibits, 
each made noteworthy by some 
original approach to display 


It takes a little thought to make 
an exhibit outstanding—some new 
approach, some new idea, some new 
gimmick. Here are half a dozen re- 
cent exhibits, each characterized by 
an unusual touch which takes it out 
of the routine. 


1. Tower of Cubes .. A focal 

point of interest in an exhibit en- 

unset hee etnies titled “Industrial Design Educa- 
~ tion/USA,” this structure contains 
photographs of the eight students, 

from as many schools of design, 

iba i. , working on ideas for the display. 
AUTOMATIC DOOR OPENINGS Put together during the summer of 
ak ona 1957 and shown first at the Illinois 
Institute of Technology, the display 

is now touring Europe under the 


1. UT’s Tower of Cubes 
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2. Stanley’s Product in Action 
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3. International Paper’s Oversize Transparency 4. Martin-Senour’s Robot Demonstrator 
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of Exhibit Ideas 


auspices of the U. S. government. 


2. Product in Action .. There’s 
nothing better than showing your 
actual product in use, unless it is 
showing a miniature in operation. 
Faced with the problem of dem- 
onstrating five types of automatical- 
ly-controlled doors, The Stanley 
Works, New Britain, Conn., de- 
veloped an island display which 
contained five miniature doors. To 
operate them, a series of five fig- 
ures, typical of the hospital en- 
vironment, went round on an end- 
less belt. As each came to a door, 
it opened automatically and closed 
behind him. Designed for the Amer- 
ican Hospital Assn. show, the ex- 
hibit built around this unit won an 
award from the Hospital Industries 
Assn. 

The exhibit was designed by one 
of Stanley’s advertising agencies, 
Hugh. H. Graham & Associates, New 
Britain, in cooperation with Rund- 
baken Displays, East Hartford, 
Conn. 


3. Oversize Transparency .. 
Center of attraction of this booth 
was an illuminated color trans- 
parency over 15’ long. This dramatic 
photograph emphasizes the length 
and size of the fourdrinier machine 
in the company’s Moss Point, Miss., 
plant producing bleached Kraft 
paper and board. The company re- 


5. Manhattan's Frozen Funds 


ports that it has been very effective 
wherever it has been shown, and 
consistently pulls people into the 
exhibit area, where “our repre- 
sentatives have a wonderful op- 
portunity to discuss our company 
and our products with them.” This 
is believed to be the largest color 
transparency outside of the Kodak 
exhibit in New York’s Grand Cen- 
tral Station. 

The transparency was made by 
David Dean Studios, Stamford, 
Conn., from a photograph by Dick 
Nadel, Camera Associates. The ex- 
hibit was designed and constructed 
by Structural Display Co., Long 
Island City, N. Y. 


4. Robot Demonstrator . . To stop 
crowds at the convention of the Re- 
tail Paint & Wallpaper Dealers 
Assn., Martin-Senour imported 
Rene Costaz, a mechanical man, 
from France to demonstrate the 
company’s new Colorobot. 

The Colorobot is a device which, 
guided by punched cards, delivers 
a mixed paint in any of a long list 
of colors, in a matter of seconds. 
Using a set of basic colors, its 
measuring devices, accurate’ to 
units less than a cubic centimeter, 
can duplicate a shade precisely. 

For an _ attention-getting dem- 
onstration, the mechanical man went 
through his actions while the ma- 
chine operated, while visitors fol- 


lowed a taped commentary on hand- 
held earphones. 


5. Frozen Funds .. During the 
last three weeks of 1957, Christmas 
shoppers along Madison Avenue 
were fascinated by the sight of a 
trio of figure skaters cavorting on 
a rink installed behind the win- 
dows of the Manhattan Savings 
Bank, on the corner of 47th Street. 
Santa Claus, in the traditional 
red suit, was assisted by two shape- 
ly helpers. The trio continued until 
New Year’s Eve, but on the day 
after Christmas professional skater 
Ray Beaudet doffed his red velvet 
suit and switched to the white 
flowing gown of Father Time. 


6. Dramatized Commentary . . 
There is nothing new about exhibit- 
ing the actual product, nor about 
including a _ tape-recorded com- 
mentary for visitors to listen to, 
but this exhibit, produced by 
Gardner Displays, Pittsburgh, for 
the Ford Motor Co. to use at the 
Chicagoland Fair, 
genious touch. 
The earphones were installed in 
crash helmets suspended on pulleys. 
To listen, the visitor reached up 
and pulled down one of the helmets 
until it fit around his head. The 
helmet kept the sound controlled 
and added to the feeling of par- 
ticipation. 44 
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How Graphic Calculator 
serves leading industries 





one of the best 


SALES TOOLS 
we have ever had” 


The Caterpillar Earthmoving Calculator 
presents 20 variables in one simple-to-read 
slide .. . and Caterpillar customers figure 
costs in minutes. Time consuming charts, 


complicated tables and extensive figuring 
are eliminated ...the correct answer is 
sel up on the slide. 

Custom-designed by GRAPHIC, this 
calculator has played an important part in 
Caterpillar’s sales program for ten years. 
It is “*. .. one of the best sales tools we have 
ever had,” reports Mr. R. D. Evans, Asst. 
Manager of Caterpillar’s Sales Develop- 
ment Division. 

Hundreds of companies, in every indus- 
try, have found that GRAPHIC visual aids 
are remarkable sales stimulators. What- 
ever your need... calculators to solve 
customers’ problems . . . selectors to help 
them choose your product . . . demonstra- 
tors to show your product... or visualizers 
to aid in using your product... let us 
show you how a GRAPHIC DEVICE can 
solve your problem. Just mail the coupon 
today, without obligation. 


Show it...tell it...sell it 
with custom-designed 


@ CALCULATORS 
_ SELECTORS 
DEMONSTRATORS 








Since 1934 VISUALIZERS 
GRAPHIC CALCULATOR CO.. 7 







Chicago 8, Illinois 





SEND TODAY 


633 Plymouth Court, Dept. A-38 Sass =| 
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*“Morning-After”’ 
Marlene Holycross offers aid to needy 
visitor at the ‘‘Hangover Bar’’ sponsored 
by Industrial Publishing Co. at Air-Con- 
ditioning & Refrigeration Show 


Booth Model 


New Convention Booth 
Aids Oldtime Malady 


A new twist on an old condition 
was featured at the unique “Hang- 
over Bar” available to all visitors at 
the Tenth Annual Air-Conditioning 
& Refrigeration Exposition, Chicago. 

Sponsored by Industrial Publish- 
ing Co., Cleveland, the ‘“morning- 
after” bar opened at “showtime” to 
dispense a variety of aids to con- 
vention visitors. 44 


New Camera May Build 
Booth Attendance 


Everybody likes to have his pic- 
ture taken, and a new camera of- 
fered by the Regiscope Division, 
Radiant Mfg. Corp., Chicago, makes 
it especially simple for an exhibi- 
tor. 

Originally developed to help keep 
a record of people for whom store- 
keepers cashed checks, the camera 
unit has achieved many other ap- 
plications. Among these are keeping 
a security record of visitors or of 
payroll time card punchers. 

The camera, taking up only one 
square foot, weighing eight pounds, 
and needing no electrical connec- 
tions, uses a split lens. It takes a 
shot of a piece of paper near its 
base and the subject standing in 
front of it on the same frame of a 
strip of 16mm film. 

Thus the name and address of a 
visitor can be recorded at the same 
time as his picture, making it sim- 


eveER READY 


Creative Printed Specialties 


357-A Cortlandt St., Belleville 9, N. J. 
PLymouth 9-5500... Ext. 228 


vigilance 


inal victory 
over cancer will come from 
the research laboratory. But 
there are victories today. 
Many cancers can be cured 
when detected early and 
treated promptly. Vigilance 
is the key to this victory. 





There are seven signals 
which might mean cancer. 
Vigilance in heeding them 
could mean victory over can- 
cer for you. 


1. Unusual bleeding or discharge. 
2. A lump or thickening in the 
breast or elsewhere. 3. A sore 
that does not heal. 4. Change in 
bowel or bladder habits. 
5. Hoarseness or cough. 6. Indi- 
gestion or difficulty in swallow- 
ing. 7. Change in a wart or mole. 


If your signal lasts longer than 
two weeks, go to your doctor to 
learn if it means cancer. 


AMERICAN 
CANCER 
SOCIETY ¥e 





ple to send the print to the right 
place. 

Descriptive 
able. 


- ». for more details circle 311, page 105 


circulars are avail- 


New Trade Show Manual 
Details Exhibit Plan 


A guide to more effective partici- 
pation in trade shows is available 
in an exhibit-planning manual pre- 
pared by The Displayers Inc., New 
York. 

A comprehensive and detailed 
planning aid, the booklet starts at 
the very beginning of planning by 
stressing the need of good internal 
communications, and continues on to 
helping in show-selections, booth- 
choice, promotion, installation, 
booth-staffing, visitor participation, 
housekeeping and dismantling. 

A trade show check list at the 
back of the booklet enables the 
man in charge to check out details 
to forestall those “last-second” 
emergencies. 


. . » for more details circle 312, page 105 


The A, B, C.’s... 


3-D Letter Handbooks 
Offer Style Variety 


The variety of three-dimensional 
letters currently available for ex- 
hibits or displays is aptly illustrated 
in the following handbooks. 


Sample Kit A 
In 3-D 


sample folder 
that uses actual 3- 
D __plastic-ceramic 
letters instead of illustrations is 
available from the Hernard Mfg. 
Co., Yonkers, N.Y. 

The 12x22” reference-sales kit is 
in three-colors and a versatile de- 
sign enables its use as a counter, 
window or wall unit. 

The letters in the kit range from 
34” to 6” and in a variety of mount- 
ing styles including pin-backed for 
changeable signs, sanded-back for 


Stand-Out Folder Folder 
Hernard Mfg. Co. contains actual sam- 
ples of its 3-D precision-molded letters 
in a variety of styles and sizes 


from 





WISE 
ARTISTS 
INSIST ON 


Cc rattint 


ART PAPERS 
and 

ART PADS 
for every 

Art 


Requirement 


Looking for Art Papers and 
Art Pads? Craftint has them! 
Such variety! Such quality! 
And so popularly priced! 
Craftint Art Papers mean 
perfect drawing surfaces for 
every art requirement! Firm 
finishes that assure perfect 
results with ink...water col- 
ors...crayon...temperas 
... pencil! The variety in 
Craftint Art Pads lets you 
pick the pad that suits you 
best! Tracing... Layout... 
Charcoal... Bristol... Manila 
...News...Bond...Acetate 
... Palet-Pads... Drawing 
and Sketching Books! Ama- 
teurs and professionals 
agree on Craftint....for 


perfection in quality! 


THE CRAFTINT MFG. COMPANY 


NEW YORK «+ CLEVELAND - 


Main Office 


CHICAGO 


1615 Collamer Ave. Cleveland 10, Ohio 


At art dealers everywhere! 


VA 


Sales manuals 
Ad inserts 
Dealer promotion 
Catalog sheets 
Catalog covers 
Post cards 

Self mailers 


LOW COST 
HIGH QUALITY 


FULL COLOR 
LETTERPRESS PRINTING 


Greeting cards Sparkling GEM Color 

Magazine covers TOP QUALITY letterpress printing at LOW CO st 
POP for runs of 100 to 10,000. Reproduced from trante 
Poster previews perency or art work. All jobs color proofed, 


Sales previews Delivery in 2-3 weeks. Free samples 


[jnaphic Eitirprines of Nidaukse, Sue. 


616 SOUTH SECOND ST. MILWAUKEE 4, WIS. 


NNR RR 


Want Information? News? 


Burrelle's will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 


promptly. 


Est. 1888 


PRESS CLIPPING BUREAU 


phone BA 7-5371 
165 Church St., New York 7,N. Y. 
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COLOR PRINTING 


—— 


(TOO EXPENSIVE?? 


NO!... Full Color Promotions 
of the highest quality are now 
economically feasible for the small 
advertising budget. 


One 4x5 Full Color Illustration 
and 20 lines of type printed on 
8!/, x || enameled paper from 
your copy and your own transpar- 
ency (any size). Our lay-out. 


$29.50 per M 


for 5M one item 


DON'T LAG BEHIND COMPETITION 


Promote In Full Color 


egy 


| Send us your color transparency 

| and copy together with | /3 de- 
posit. We will ship your order 
printed in ool color within 
three weeks. 


BRATES PRINTING OFFICE, INC. 
65 Hudson Ave., Albany, N.Y. 





DID YOU 
KNOW ? 





GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 


PLANOGRAPH! 

WHY TAKE LESS? 
Singlewe.ght Quantity 5x7 8x10 
Glossy 25 $ 2.75 $ 4.00 
Prints 50 4.50 6.00 

100 8.00 9.50 
250 17.50 22.50 
500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 
MATIC 


59 E. Illinois St., Chicago 11, Ill 
WHitehall 4-2930 


32 * ar + March 1958 


,- oo, 





| 


| 
| 
| 


| 
| 
| 
| 


permanent units and tracked letters 
in a channel for standup presenta- 
tions. 

The kit contains type styles in- 
cluding Futura, Gothic, Script and 
Mercury and each style is repre- 
sented in a choice of sizes. 

. . « for more details circle 313, page 105 


New Josarent 
With Venus 


A new handbook 
from Josarah En- 
terprises, Chicago, 
illustrates the company’s line of 
“Wood Little Letters” in the Venus 
type style, as well as type styles 
formerly available. 

The Josarent Designer’s Hand- 
book contains a chart showing one- 
fourth actual-size letters arranged 
to show the maximum number that 
can be placed within a given span. 

Other type styles illustrated in 
the folder include Huxley Vertical, 
Futura Light, Gothic Condensed, 
Airport, Stymie, Futura Condensed. 

Complete sizes and prices are in- 
cluded in the folder. 


. . +» for more details circle 314, page 105 





New Exhibit Aid . . . Designed for use 
in hollow construction with narrow ex- 
pansion areas, blind 
Molly Corp. are half 
former models. 


fasteners from 


the length of 


Shorty Blind Fasteners 
Developed for Exhibits 


A new aid to small exhibit prob- 
lems is seen in the development of 
a blind fastener that measures 
about one-half the length of the 
shortest hollow wall anchor 
viously available. 

Introduced by the Molly Corp.. 
Reading, Pa., the “Jack Nut’ fills 
the need for a fastener that can 
hold fixtures securely in hollow 
construction with narrow expan- 
sion areas. 

The new item can be used in 
spaces as small as 38” and was de- 
signed for use in hollow-core flush 


pre- 


doors, plywood or wallboard over 
narrow furring strips, trailers, etc. 
Additional advantage of the Jack 
Nuts includes a self-adjusting grip 
enabling their use on any material, 
permanent installation and a re- 
sistance to the effects of vibration. 
The product is available in two 
different lengths. 
Literature is available. 
- «+ for more details circle 315, page 105 





New Field for Felt . 
Windsor Felt in exhibit field is shown in 
New York City’s Board of Water Supply 


. . First-time use for 


float. Translucent material is used as 
background for two top blurbs. 


Non-Woven Material 
Used as Float Background 


An oldtimer stepped into a new 
field recently when American Felt 
Co.’s 20-year-old non-woven syn- 
thetic material was chosen by Mess- 
more & Damon as a background 
material for a new float. 

Used for a 28’ float for New York 
City’s Board of Water Supply, the 
“Windsor Felt” was chosen for its 
translucence plus durability. 

Additional advantages reported 
for the material in float use include 
high resistance to sun or ultra-vio- 
let rays, easy markability and its 
ability to adhere firmly to a sur- 
face by either glue or stapling. 

Complete information is available 
from American Felt Co., Glenville, 
Conn. 44 








It’s terrific . . . so life like . .. it'll be 
the talk of the convention! 
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With Hammermill Offset 
you can print the difference 


@ Clothes make the man. And clothes reproduced on Hammermill Offset 
help make the man buy. 


Hammermill Offset reveals fine distinctions in texture and color —shows 
the subtleties that make printed illustrations look like the real thing. Choose 
from 3 machine finishes——Wove, Vellum, Super-Smooth—and 5 embossed 
finishes——Linen, Laurel, Pearl, Handmade, Homespun. All finishes are 
available in new, brighter blue-white, with a smoother, more level printing 
surface—obtained from Hammermill’s exclusive hardwood Neutracel” pulp. 

Lithographed on Hammermill Offset, Substance 70, Wove finish 


Manufactured by 
HAMMERMILL PAPER COMPANY «+ ERIE, PENNSYLVANIA 
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A Guide to Business Films | 


¢ How to get better production and distribution 


e What to ask yourself before you start production 


© How to work more effectively with your producer 


More and more, American business is turning to 
the use of audio-visual aids for sales training, for 
job training, for stockholder reports, for indoctrina- 
tion, for building public relations, and a host of 
other internal and external tasks. According to a 
report made by John Flory of Eastman Kodak Co. 
to a meeting of the Society of Motion Picture and 
Television Engineers, business and industry spent 
$156,000,000 in 1957 for films and other audio-visuals. 

Of this sum, about $121 million went for film pro- 
duction, release prints and distribution, $12 million 
for 16mm sound film projectors, and $23 million for 
other audio-visual items. 

The production of business films, running at about 
$66 million, is difficult to pigeon-hole neatly. It en- 
compasses a terrific range, in type, cost, techniques, 
and in almost every other category you care to ex- 
amine. In a 1954 study of 157 business films, the 
Assn. of Natl. Advertisers found, for example, a cost 
figure per film that ranged from $1,732 to $426,600, 
with a $25,800 median. Translated into cost per 
minute of showing time, the range turned out to be 
from $57.77 to $5,925, with a median figure of $1,- 
166.67. Yet some executives in the film industry, 
queried by AR, have said this figure was too high, 
others too low! 






the 
best 
of 
ar 


tribute Your Films” 
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e ¢ @ This is the third in a monthly series of bonus features for AR 


tures: “Why Outside Producers?” 


for their comments and suggestions, before final revision. 


> But regardless of figures, business is producing 
motion pictures at an increasingly rapid rate. Their 
dominance in the amount of money spent can be 
attributed to a number of factors. Compared to other 
audio-visual media, their cost per production unit 
is high. This is balanced, however, by the fact that 
the increasing prevalence of 16mm projectors makes 
wide distribution, and therefore cost per viewer- 
impression, amazingly low. There is also the in- 
tangible factor of the increased prestige believed 
to accrue to the production of a sponsored motion 
picture. But most important of all, the dominance 
of the motion picture can be attributed to the im- 
pact which this dynamic medium can furnish 

Motion picture production, however, is not a task 
for the amateur. Poor planning can be very ex- 
pensive. Mistakes, of omission or of commission, can 
raise havoc with any budget, small or large. A spon- 
sor should assure himself of competent production 
personnel, whether on his own staff, as production 
counsel, or from an independent producing organiza- 
tion. 

Nevertheless, the sponsor cannot avoid taking re- 
sponsibility. While he must be guided by the advice 
of his producer, the ultimate responsibility for mak- 
ing decisions is his. And so are the ultimate bills. 


readers. Material for this article was based primarily on two earlier fea- 


(February, 1955) and “How to Dis- 


(December, 1955), plus numerous case history re- 
ports and reference material from AR’s files. In addition, the manuscript 


was sent to more than 50 experts, producers, distributors and sponsors. 
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Guide to Business Films: 


The most important task of a sponsor who wishes 
to have an economical production is to establish a 
favorable atmosphere in which the myriad technical 
skills required to put a film together can work in 
harmony. And key to this, most producers point 
out, is the ability to make decisions on schedule, 
to avoid last minute, panicky steps taken in des- 
peration to meet a timetable. 


> The sponsor must make a lot of decisions, answer 
a lot of questions. Here are some that face him 
when he starts thinking about having a motion pic- 
ture produced. 


© Do really need a motion picture? Or will 
some other audio-visual technique, such as a film- 
strip, perform the same task more effectively or 
economically? 


you 


@ What kind of motion picture do you need? Should 
it be training, sales, informational, educational? 


© What audience are you aiming at? Women, deal- 
ers, prospects, users, salesmen, children, workers? 


© How much do they already know about you and 
your product or problem? What can you take for 
granted when writing your film? 


© What do you want to happen after they see your 
film? Think, buy, inquire, relax, approve, write a 
letter? 


© Can you measure the value to you of each viewer- 
impression? This may be a difficult figure to achieve, 
but it will be helpful in setting up a budget. 


© How long can you expect this film to be used? 
This will give you another means to measure the 
value of your film. 


e Is there a potential for distribution through tele- 
vision or in the schools? If so, there are certain 
limitations both on subject matter and of length that 
must be considered. 


e Is color essential? It is always more expensive, 
and while it is more pleasing, it isn’t necessarily 
more effective in achieving a specific objective. 


© Should you do your original production in 16 or 
35 millimeters? A technical point, and one about 
which there is a great deal of dissension. However, 
an important one, because it is a heavy cost factor. 


© How many of the steps toward a finished pro- 
duction should be handled within your own organ- 
ization? The argument between do-it-yourself and 
hire-a-producer will probably never be settled, but 
a decision must be made for each production. 


® Who is to be in charge for your organization? 
Whether yours in an internal or an external pro- 
duction, greater effectiveness is obtained if it is pos- 
March 
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sible to give one man central authority to contral 
the details of the production and to handle liaison 
with outside organizations. 


© How is the finished film to be distributed? This 
decision is too often left to the very end, where 


there may be neither time nor money to reach the 
desired audience. 


© What collateral materials will be needed? Will you 
need mailing pieces to get bookings, or posters to 
promote attendance? Or how about a piece to be 
distributed after showings, to follow up on interest 


created by the film itself? Or associated training 
aids? 


© What public relations materials might arise out 
of the project? Planning now will ensure that you 
get what you need. It is difficult, for example, to 
take production shots after the production is com- 
plete. And stills from a motion picture film are rare- 
ly as effective as stills of the same scenes taken with 
a still camera. 


@ What special promotions can you tie in with? 
There are local, state and national events that can 
be tied in with a film, which will help distribution 
immeasurably, but they take advance planning for 
maximum effect. 


THE PLANNING STAGE 


This is one of the most important, although one 
of the most neglected, phases of motion picture pro- 
duction. Neglect at this time, before money has been 
spent and before definite commitments have been 
made, can add up to excessive expenditures later. 

So the first step in saving money on the produc- 
tion of a business film is to spend a little time think- 
ing through the entire project. 


> Right away, ask yourself whether a film is really 
necessary. A motion picture, economical though you 
may be, is a major undertaking. With proper dis- 
tribution, and the right type of production, the cost 
per viewer-impression can be very low. But this 
takes broad circulation to amortize the comparative- 
ly high production cost. 

The major advantage of a motion picture is the 
increased impact that is offered by motion and by 
“live” sound. Many of its other characteristics can 
be furnished by other, and less expensive, media. 

For example, color is not confined to the motion 
picture alone. It can be obtained in a slide show, a 
filmstrip, and other audio-visual media, and at con- 
siderably lower costs. 

Sound can be included on records or on tape, with 
or without still pictures, and can make an effective 
presentation. 

Even motion can sometimes be studied and an- 
alyzed more clearly and effectively in a well-planned 
series of stills, shown as a slide presentation or a 
filmstrip. 

But in total impact, there are few media more 
dynamic and important than the motion picture. 
And when you need its strength, it is well worth the 
additional cost it takes to reach your objective. 











Planning. Production, Distribution 


> Your objective is the next area to be defined, for 
almost more than any other point, it is the determin- 
ing factor in setting your budget. There are a num- 
ber of purposes for which a film may be designed, 
and they may be defined in these terms: 


Instructing 
Informing 
Selling 
Training 
Influencing 


While these purposes are not mutually exclusive, 
to try to achieve more than one of them often results 
in a production that is so diffuse that it reaches none 
of them. It is far better to concentrate on a single 
objective for a single film, and to plan, write and 
produce with just this aim in mind. When the film 
is completed, of course, it may then be adapted for 
secondary purposes. 

An example of this is “Steel in Concrete,’ pro- 
duced by Bethlehem Steel to educate engineers and 
other users of steel about the advantages of using 
steel to reinforce concrete. Shown to college groups, 
the film turned out to be effective as a recruiting 
film, for it impressed its audiences with the com- 
pany’s approach, as well as with the teaching mes- 
sage it was designed to carry. 


> Once you have settled on your objective, define 
your audience. A film for informing sales personnel 
may be very different from one whose audience are 
prospects for your product, even though both may 
cover the same points. A film designed for showing 
on a regular program of a theater should not be the 
same as one on the same subject designed for show- 
ings at a meeting of the Ladies’ Auxiliary of the 
American Legion. 

One of the factors in defining your audience is 
to determine what they know about the subject, and 
why they are seeing your film. To use a word bor- 
rowed from educational circles, what is their “mo- 
tivation’? Why will they have assembled to see your 


? 


picture? If the occasion for the group coming to- 
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gether is one of fun and pleasure, your film had bet- 
ter fit into this mood, or it will not get the attention 
you would like. At the other extreme, a film giving 
sales pointers on a new adding machine will prob- 
ably need no tricks to get the attention of a crew 
of adding machine salesmen. It can get right down 
to the substance of its story. 


> In a similar fashion, you would like to know how 
much your audience knows about your subject. A 
minute on the motion picture screen is too ex- 
pensive to waste on the transmission of unnecessary 
information. 

Can you make the unlikely assumption that mem- 
bers of your audience have all had a common ex- 
perience, heard the same lecture, read the same 
booklets, or seen the same earlier film in your 
series? If so, you need not repeat the same informa- 
tion once again. But before deliberately omitting an 
essential point, weigh your decision carefully. Don’t 
risk wasting your whole production on an assump- 
tion rashly made. 


> Now look beyond the film, to the moment when 
“The End” flashes on the screen, and the lights go 
on in the auditorium. What do you want your 
audience to do? If you want them to stay and dis- 
cuss the subject of your film, you must leave an 
opening for the expression of individuals’ opinions. 
While you usually cannot be too specific about the 
action, it will be helpful in reviewing your script 
if you yourself have a pretty good idea. 

By this time, the basic structure of your film 
should be shaping up, and you should be getting a 
rough idea of your budget range. To make this 
realistic, there are a few more questions you might 
ask yourself. 


> What is a viewer-impression worth to you? If each 
viewer is a prospect for an engineering contract 
worth $100,000, this figure is higher than if you are 
trying to sell your viewers your brand of bubble 
gum. Of course, there are a lot more bubble-gum 
prospects, so you might still find it worth your while 
to reach this less heavily-heeled group. 

Now, if you multiply this figure by the total num- 
ber of viewer-impressions you are going to get, you 
have the total amount you can spend on your proj- 
ect. This is not your production cost, but is what 
you can afford to spend on production, on prints, 
and on obtaining and handling distribution. The ratio 
of these three will vary widely, depending on the 
type of film and the audience it reaches, but a good 
rule-of-thumb for a film of general interest is to 
allow as much for prints and distribution as for the 
original production. Where distribution will be close- 
ly controlled, costs will be, of course, a smaller pro- 
portion of your over-all budget. 


> Another factor in the devising of a production is 
its life expectancy. This may be the year of outer 
space, and many a theme can be given a satellite 
approach for timeliness and impact, for gaining im- 
mediate attention, but dare you predict what will 
happen in the next couple of years? Can you bet 
your company’s money that the gimmick you use 
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today will remain fresh tomorrow? 

One of the plus features of animation, with its 
step away from reality and into fantasy, is its better 
chance of avoiding dating. Care must still be taken 
to eliminate too topical commentary, but it is some- 
what easier to make the pictures timeless. 


> While the details of your distribution pattern can 
be postponed until somewhat later, certain aspects 
of it are pertinent at this stage. In particular, do you 
contemplate the showing of your film in schools, in 
theaters or on television? Each of these media makes 
specific demands on the structure and content of 
your film. For example, none of these will be willing 
to show a film that is primarily a sales pitch for your 
product. 

The length of your film is another consideration. 
For television, the preferred lengths are 12% to 142 
minutes for a 15-minute show, and between 2612 
and 2914 minutes for a half-hour period. School 
films should fit into the average class period with 
enough time left over for discussion. This means, 
except in unusual productions, you should keep your 
film under 30 minutes. It is easier to plan a film if 
these facts are taken into consideration right at the 
beginning, and not after the script has been written. 

Many of these questions are difficult to answer, 
but for a satisfactory production, all of them must 
be taken into consideration. If you haven't thought 
through the answer yourself, your producer or script 
writer must, and it is usually harder, and therefore 
longer and more expensive, for him to do it. What 
is more important, by neglecting to have these ques- 
tions answered at the start of the thinking about 
your picture, you run the risk of the writer, either 
explicitly or implicitly, finding his own answer, and 
coming up with a script which is far from your own 
answer, and therefore unacceptable, unusable and 
an unnecessary waste of time. 


> There are two other pre-production questions that 
must be answered. Black and white or color? Sixteen 
or 35mm? Both affect cost and, to a lesser extent, 
quality. 

The simpler decision is probably the first. Color 
lends interest to almost any film, but it also has a 
tendency to attract attention to itself and away from 
the true purpose of the film. An example of this, 
perhaps extreme, was a film Armour & Co. made 
to study the process of slaughtering chickens, with 
an eye to work simplification. The color film taken 
was just too vivid, and the engineers found it diffi- 
cult to concentrate on their immediate task. 

Dramatic impact is not necessarily heightened by 
the use of color. Some of Hollywood’s strongest films 
are being made in black and white. In addition, the 
effect of color on learning is still being studied. 

In addition, color is more expensive all along the 
line. Not only is the original raw stock somewhat 
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higher in cost, but color film needs more light (un- 
less the new extra-fast films prove commercially 
acceptable), and each distribution print you order 
will add its differential. 


>’ The question of which size of film to use has been 
discussed for many years. The 8mm film is almost 
exclusively for home use, although there have been 
a few business films made on this narrow gage, 
especially for internal use. At the other end of the 
spectrum are the various wide-screen techniques. 
While these may play a more important role in the 
future, at the present time their use is confined to 
specialized situations, primarily where the finished 
film will be shown under closely controlled condi- 
tions. 

The 35mm film is the basic standard for theatrical 
projection. If distribution through theaters is part 





The Twelve Steps in 


An outline prepared by the department of 
public relations of the American Automo- 
bile Association, based on the experiences 
of its own motion picture production unit. 


1. Plan the story ... This is 


the most important 





ul. It is usually undertaken as a group enterprise, 
where important decisions are made and i 
ferences resolved. At this point, you must decide 


on the type of treatment and put it on paper 


Ut 


2. Write the shooting script . . . Whether thi: 
scene-by-scene detail, or just a sketchy 
the script is the director’s guide to shootir 


3. Shoot the picture ... The director 


Wi 
matographer interpret the meaning and 
of the script in terms of visual impact. At 
of this stage, you have lengths of silent film, with 


’ 
or without accompanylr 


4. View the picture and select acceptable scenes 
. . - The success or failure of the ultimate pr 
lepend on the judgment exercised 


lection of scenes. At this stage, when 


leave in anything that can possibly be 

5. Make workprints of the acceptable scenes .. 
The purpose of this is to preserve the orig 

sure to have the workprint edge-number 


1ter matching 





6. Cut the workprint ... The editorial pro j 
the film its pace and style. Try a sequer 
scenes and several different ways before 


on a final version. Mark the workprint tc 


optical effects. 


7. Match the original to the workprint and prepare 
for printing . . . This may involve breakir 


picture down into two or more rolls for 
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of your plan, you will want to wind up eventually 
with 35mm prints. Better quality is obtained when 
you start with 35mm, rather than try to blow up 
from 16mm. 

New 16mm equipment, however, is about as pro- 
fessional as you want to get. Today there is little 
difference, to the eye, in the finished result, between 
16mm and 35mm original production. And remem- 
ber that the major element in the cost of a produc- 
tion is not the raw stock, or even the equipment 
that is used, but the creative talent working on 
your production. 


THE PRODUCTION PHASE 
Having answered these questions, to your own 


satisfaction at least, you may proceed to the step 
in planning that gets right into production. How are 


Film Production 


oti ffects. The edge numbers on the work- 
r will match those on the origina 
8. Revise script for recording . . . Changes may 
have taken place in the original script. Scene 
have bee ituted. The picture may tell 





9. Record sound-over narration against workprint or 
special print . . . Even though it is a live-sound 
picture 


tinere may be narratea 


10. Cut music and sound effects tracks ... Using 


cian deren r film. match the music to the mood 


1l. Mix sound tracks and transfer for printing... 


he bo y consider th 1s two separate 

ons, but they constitute a gle step for the 
roducer. The und mix ba f he rio 
sound é peech, m effect 


12. Combine sound and picture rolls and make 





composite print . .. The answer print is the first 
complete sound-on-film print of the finished pic- 
ture. Changes after this step are costly, but they 
xn be made . Check the answer print 
or color balance sound synchronizatior 
subject conte iny type and over-all 
qual t septak ou can order release 
The must be tak either by the spon- 
coring company or by outside services. Whether 
more effective to perform some of these func- 
tions within the sponsoring company will depend, 
the AAA points out, on the current and proposed 
otal investment in films. 44 





you going to handle production? 

Various experts have defined the steps that are 
needed to go from an idea to a finished production. 
They vary in just how they divide them, but they 
are essentially alike. On page 00 is a 12-point out- 
line of production that has been drawn up by the 
American Automobile Assn., which has its own com- 
plete (or virtually complete) production unit. 

But regardless of the number of steps that are 
put down, each of them must be performed, and it 
can be handled in one of the following three ways: 


e Asa function of your organization 
@ On a direct subcontract 
e Through a producer 


To see how these work, and what are their main 
similarities and differences, let’s look at just one step 
—script writing. 


> Under the first possibility, you would have some- 
body on your staff write the script. There are at 
least two advantages to this approach: 


e The writer is presumably familiar with your prob- 
lems. 

@ Being on the regular payroll, his salary may not 
have to be charged directly against the production. 


There are also a number of disadvantages: 


e Having regular duties, he may be forced to con- 
sider the task of script writing a secondary assign- 
ment, and thus delay finishing it. 

@ He may be less experienced as a script writer than 
you need. 

e Even though he may have experience, his style 
may not be the one needed in this particular pro- 
duction. 

’ The second alternative would be to hire a free 
lance script writer to prepare your shooting script. 
Let us list some of the advantages of this technique. 


e You hire the man whose 
suited to the assignment at hand. 

@ You are committed to a fixed fee, which is usually 
a small part of your total budget. 

e In hiring your writer, you can agree upon a de- 
livery schedule which can generally be relied upon. 
e His fee includes only his own overhead, usually 
minimal, rather than the heavy overhead charges 
of a production studio. 


can 


talents are best 


Against this, balance some of the disadvantages: 
e It takes a good deal of time, energy and experi- 
ence to select the “best” writer for a particular 
assignment. 

e Without production connections, the writer finds 
it difficult to turn out a script that can be brought 
in within a fixed budget. 

e Your fee will have to pay for the writer’s educa- 
tion into your industry, at least on the first assign- 
ment. 


> Your third choice is to retain a producer who will 
start with whatever instructions you have prepared 
and end up with a completed film. It will then be 
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his responsibility to get a script writer, either from 
his own staff or on a free lance basis. This has a 
number of advantages: 


e You are relieved of all responsibility for selection 
of the most suitable writer, and of exercising super- 
vision of this most temperamental of talents. 


e The writer, being connected with a larger organ- 
ization, has the opportunity of discussing his job as 
it progresses with others, especially with regard to 
production feasibility. 


e You are more likely to get a writer who is up-to- 
date on production techniques. 


And, of course, there are some disadvantages: 


e You may not have complete choice of your writer. 
Having selected your producer, you may have to 
take what he has. 


® Since the writer is on the producer’s pay-roll, not 
yours, he may write his script to use the producer’s 
facilities most effectively, rather than to tell your 
story most effectively. 


> Similar considerations enter into your decision on 
each of the twelve steps. If you decide to act as 
your own producer, there are organizations which 
stand ready to offer whatever technical facilities 
you need to round out your own organization. 

Sometimes the simplest answer is to retain a pro- 
ducer who may or may not do all the work within 
his own organization. To take the outstanding ex- 
ample, practically no producer processes his own 
film, but turns to one of the commercial laboratories 
which handle development of film for many pro- 
ducing organizations. 


> There have been many examples of film sponsors 
who have acted as their own producers, and AR 
has carried numerous case histories of these pro- 
ductions. In looking them over to see why they have 
preferred this approach, their arguments fall in the 
following categories: 


® Convenience ... It is simpler to maintain control 
when all who are working on a film are part of the 
sponsoring organization. 


© Economy ... This is the main argument put for- 
ward, although it is difficult to obtain a realistic cost 
picture on an internal production, and outside pro- 
ducers insist no savings exist. 


@ Educational . . . The very process of film-making 
seems to lend new perspective to an executive’s 
view of his company. 


© Simplicity ... It is too difficult to give outsiders 
the intimate feeling of how a company thinks and 
operates. 
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@ Security ... What with government restrictions 
on access, it is simpler to get one crew cleared for 
everything once and for all, rather than having to 
clear outside personnel for each filming assignment. 


© Availability . A staff photographic unit can 
pick up shots as they occur, and on short notice, 


making it easier to build up a library of useful foot- 
age. 


> When independent producers were asked by AR 
to give the reasons why companies should retain 
an outside firm rather than setting up their own 
film-making department, their answers fell in ten 
categories. These points are, of course, an expression 
of the argument presented from the point of view 
of film producers. 


1. Equipment .. . An outside film source invariably 
is better equipped to handle every phase of a film 
job that is an inside source. No matter what the 
size, an industrial user of films has a difficult time 
justifying the cost of top-quality equipment, simply 
because the number of jobs going through the shop 
makes it difficult to amortize the cost of this equip- 
ment. 

Furthermore, most studios maintain a surplus of 
equipment beyond the minimal needs for one job. 
This again is a difficult thing for an industrial user 
to achieve, without getting involved in a considerable 
amount of money. 


2. Personnel . . . Production of films requires a com- 
bination of many arts and crafts. It requires special 
skills and talent born only of experience. Films are 
only as good as the combined experience of the 
specialists and craftsmen who work on them. 

A professional film producer maintains a per- 
manent staff of experts trained in all phases of film 
production. These include men trained to assist in 
the planning of a film, expert scenario writers, di- 
rectors, animators, cameramen, sound recording 
engineers, makeup men, artists, film editors and lab- 
oratory technicians. 

Naturally, staffing a department this extensively 
involves considerable expense. The usual alternative 
is to expect a small staff to perform several of these 
specialized functions—or to job out various elements 


Technical Service Organizations 


There are a number of companies which offer 

technical services in the production of motion pic- 

tures. The four listed below are among the leaders 

in this field. Most producers, however, will coop- 

erate with sponsors by performing, on a contract 

basis, some of the aspects of film production. 

The Calvin Company, 1105 Truman Rd., Kansas 
City, Mo. 

Capital Film Laboratories, 1905 Fairview Av., NE. 
Washington 

George W. Colburn Laboratories, 164 N. Wacker 
Dri., Chicago 

Telefilm Inc., 6039 Hollywood Blvd., Hollywood, 
Cal. 
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of production. Either way, the necessary close co- 
ordination is lacking and the end result on the screen 
frequently reflects it. 

The professional film studio allows for specializa- 
tion, advancement and diversification of projects, and 
normally the studio can afford better salaries than 
can industrial units. 

In addition to motion pictures, the professional 
studio is in a position to make stills and do slide 
films as part of its normal operation. An industrial 
user would have to have different people for these 
jobs, inasmuch as it is a rare individual who can 
do stills, know slide films, take movies and super- 
vise script and production as well. 

Film specialists who will take an assignment for 
permanent employment with a company, generally 
speaking, are not the top personnel in the field. A 
company is limited, then, in its creativeness to the 
minds of one or two men in the department. 


3. Sources of Supply . . . Professional film producers 
have instant availability to the sources of supply 
for materials, props, laboratory and optical work 
and talent. They have at their fingertips material 
which they use frequently—items that are everyday 
occurrences to the professional film producer, but 
which would be so rare as to be unknown to an in- 
dustrial user of films running an internal unit. 
In addition, with the technical advances in equip- 
ment being made consistently, virtually daily, in the 
motion picture business, it is a difficult job even for 
a large producer to keep equipped with modern 
equipment—even difficult to keep informed about 
it. For an individual company to undertake the job 
of keeping completely informed is far more difficult 
—and to replace equipment with more modern de- 
velopments is economically impossible in most cases. 


4. Facilities .. . The making of good, quality motion 
pictures involves the use of specially designed fa- 
cilities. A professional producer has full shooting fa- 
cilities, sound stages, recording equipment and lab- 
oratory facilities. Just the space requirements alone 
frequently make such an advantage impossible for 
the internal film unit. 

The professional is equipped to shoot film in either 
35mm or 16mm, on location or in specially designed 
sets in the studio, with professional talent and with 
a carefully selected musical score, using special 
effects, and employing either “voice-over” narration 
or dialogue. 

Accordingly, the professional producer is staffed 
and equipped to deliver the best picture possible. 
All facilities necessary for planning and production 
are contained within his one organization. He is 
thus geared to meet every requirement for making 
the film effective, and to make certain the client 
gets full value for every film dollar spent. 


5. Control A professional film producer has 
greater control over the various elements of produc- 
tion—thus enabling him to guarantee and deliver 
the best professional screen quality. 

The making of professional and successful motion 
pictures with the standards set by Hollywood in the 
American mind is a full professional job. Audiences 


today have come to recognize and expect good screen 
quality because of their exposure to the better 
theatrical pictures, tv programs and the increasing 
number of quality commercial motion pictures now 
available. 

Should a picture lack this expected quality, it 
often creates an adverse reaction that defeats the 
entire film program. 


6. Experience . . . The professional producer brings 
to the client a wealth of diversified experience in 
the production of films of all kinds—films designed 
for many purposes and for many types of audiences. 

Through his team of specialists he is ready to ad- 
vise on all phases of film planning and production— 
as well as the best ways for getting maximum use 
of finished film. 

His staff of experts combines a background of 
experience in selling, training, merchandising, pub- 
lic relations and advertising. He offers, then, not 
only production experience but in addition a 
knowledge of how the film medium can be adapted 
to perform a specific function. 

What might motivate one audience will leave an- 
other untouched, and a producer is capable of se- 
lecting an effective approach, regardless of the film 
problem. 

Significantly, he also can bring to a client a fresh— 
and unbiased—viewpoint which the internal film 
department may have difficulty in doing because 
of its closeness to the subject. 


7. Psychological Factors Experience of pro- 
fessional film producers has indicated that workers 
within a plant respect and cooperate with an out- 
side production unit far more than they will with 
an internal unit, with whom they may have daily 
contact. 

Another psychological factor of importance is that 
a film specialist, whose income source is the com- 
pany for which a picture is being shot, is far less 
likely to speak up and demand necessities than is 
an outsider whose thought is a good film job. Re- 
sponsibility always should be toward the individual 
picture in progress, not toward the boss. 


8. Use of Facilities . . . In the employment of an 
outside film producer, the client utilizes as much or 
as little of that facility as he needs at the moment. 
There definitely is an economy available in this 
situation. In addition, should there be the necessity 
of shooting two jobs at one time, or perhaps doubling 
up, the professional film producer is in a far better 
position to effect this. 

Few companies will stand by and let internal fa- 
cilities stand idle. The natural tendency is to dream 
up projects to keep men and equipment busy—fre- 
quently without giving sufficient thought to the real 
need for what is produced. 


9. Using Specialists . . . When a company has an 
internal film unit, it is natural to try to use this 
unit for all films. A company not impeded by its 
own film department is more likely to buy films 
from companies which are specialists in certain fields 
of film production—notably animation, color photog- 
raphy, stop action, etc. 
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10. Responsibility The professional film pro- 
ducer is a business man with financial responsibility. 
He must have the faith and good will of previous 
clients to get repeat business. Similarly he must be 
able to guarantee production quality—as well as the 
ability to produce a client's picture, as planned, and 
on time. 

Every time a producer’s film is shown, his reputa- 
tion is at stake. Each film has to stand on its own 
merits. He must then be able to guarantee produc- 
tion quality. 

This same concern and careful attention to the 
multitude of details involved in the production of 
a good film do not necessarily apply to an internal 
film department. If its film turns out badly, it can 
always find ample reasons to justify it. The profes- 
sional producer in contrast has to deliver in order 
to stay in business. 


> These points emphasize the value of the contribu- 
tion of the outside, independent producer. However, 
one of the interesting things about film production 
is that there is no easy, pat answer. Each produc- 
tion is a new problem and must be solved indi- 
vidually. 

Some of the largest sponsors of business films, 
like Eastman Kodak and General Motors, maintain 
their own internal units, but go outside for produc- 
tion as well. The most common dividing line, where 
both procedures are used, is for films for internal use 
to be made internally, while films of broad interest 
are produced outside the sponsor’s own organiza- 
tion. With the skilled technical services now avail- 
able, internal films of high quality are appearing. 


PROBLEMS OF DISTRIBUTION 


Whether you produce your own film, or have it 





Five Major Points 
in Planning a Sales Film 


Bbelore you adda a sadaies iilm to your scnedule 


ynsider these five point Howard D. Fletcher 
Fletcher-Moreland Film Productio Toronto, told 
1 meeting of the Toronto members of the Natl. I 


justrial Advertisers Assn 


Will visualization help you tell your story? 
2. What should the film accomplish? 
3. Decide on the audience to be reached 
4. Write down your objectives of the film in one 
sentence. (If you can't do this, you're attempting 
too much.) 


5. Talk to the film producer before you even begin 
planning 





March 


1958 


° or 


to Business Films: 


produced for you, the end product is the same. It is 
a reel of film in a can. But before it can perform 
its function, it must be seen by the audiences for 
which it was intended. If your planning was done 
properly before you started, your distribution has 
already got underway. 

The nature of your distribution plan will, of 
course, depend on the expected audience. It takes 
no great planning to show a film to the employes 
of a single-plant factory. On the other hand, if you 
would like your film to be seen by every American 
over the age of 16, it takes very careful planning. 

For films designed to reach an employe group, 
or specialized group with close connection with the 
sponsor, distribution is usually simple, inexpensive 
and dictated by the nature of existing communica- 
tion channels. 


> The big problems come when a general audience 
is the goal. And since this constitutes the highest 
portion of the total distribution cost, most of the 
space in our discussion of distribution will be con- 
fined to this area. 

The screens of the nation that are open to good 
sponsored films can be divided into four categories: 


© Non-theatrical showings 
® Television 

® Motion picture theaters 
® Rural roadshows. 


There are over 150,000 community groups that use 
films with a fair degree of regularity. About half 
of them are somewhere in our educational system, 
ranging from grade schools up to our colleges and 
universities. Almost all of them will use sponsored 
films, supplied to them without cost by American 
industry. Of this, the high school market is most in- 
teresting to sponsors, because it has the broadest in- 
terests and the audiences nearest the market. A 
study made for Modern Talking Picture Service in- 
dicated that 98°, of the high schools use films, and 
that half of them use more than 80 titles a year. On 
the average, about three-quarters of the films used 
in any school are sponsored films. 

The other half of the audience is adult, and con- 
sists of groups collected for some purpose other 
than looking at movies. Churches, women’s clubs, 
PTA’s, luncheon clubs and Legion posts all use 
films. There are educational magazines that will car- 
ry releases about your picture and will accept ads 
reaching teachers. But the non-education field is 
somewhat more diffuse. Here mailing lists are harder 
to get, and specialized publications to carry your 
promotion not so frequent. Finding the key program 
chairmen is not easy. 

But you will begin to get bookings, and your film 
will start to circulate. Now you have the problem 
of physically handling your prints. You must keep 
track of your bookings, making sure that you will 
be able to furnish a print at the time and place re- 
quested. You must keep your prints in condition, 
inspecting them after each showing, repairing or 
replacing them as necessary. You must keep records 
of the showings you have booked, so you can meas- 
ure the success of the film. 
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> One way or another, all of this must be done, and 
you will have to foot the bill, which, if all costs are 
included, can be higher than you think. General 
Motors, whose more than 60 films in its current cata- 
log give it one of the largest industrial film libraries; 
Ford, with 28 films; and United States Steel with 
16 are among the companies which handle their own 
operation of distribution. These are large libraries, 
as industrial or trade association libraries go. 

Some of the mechanical and routine handling can 
be done under contract. In most cities there are 
photo dealers who have their own libraries of mo- 
tion pictures and therefore must maintain the re- 
quired services. Such a dealer is usually willing to 
work with you on a fee basis. You would do your 
own booking and scheduling, merely turning over 
a label to the dealer, who would ship the film, re- 
ceive it on its return, inspect it and get it ready for 
the next shipment. The most important characteristic 
of such a dealer is reliability, and local reputation is 
the best guide in this. You might also refer to the 
membership list of the National Audio-Visual Assn., 
Fairfax, Va., to find recognized members in your 
community. 


> This will help, but it still leaves the promotion of 
films and the development of audiences in your own 
hands. This is a great deal of responsibility and a 
task for which many industrial concerns are not 
equipped. Because of this, many sponsors of films 
have turned to specialists in this field. There are 
a number of firms whose major activity is the han- 
dling of sponsored film. 

Here’s how this distribution plan works. You agree 
with the service which you select about how many 
prints you will deposit with them, and how much 
activity you can expect. They will design and pro- 
duce a mailing piece for your film. If for reasons 
of your own, you would like a more expensive cir- 
cular, you can have it if you are willing to pay the 
difference. From then on, you don’t have to do much 
about the film except to pay the bills when rendered. 

The service will promote its showing, sending out 
the mailing pieces to appropriate organizations, in- 
cluding the film in its catalogs. As the bookings come 
through, you will get a carbon of the confirmation, 
which will give you the name and address of the 
organization and person requesting the film and 
the date it is scheduled. This is done to enable 
you to participate on the local level if you so de- 
sire. Many concerns forward these names to the 
nearest dealer, with a suggestion that the dealer 
arrange a demonstration, or try to be present to 
answer questions, or distribute samples, or what- 
ever else is appropriate. 

At the end of the showing, the program director 
or the teacher fills out a card, giving the attendance, 
with a breakdown by men, women, boys and girls. 
This is signed, and is the basis of the billing. Most 
charges are made on the basis of the booking, rath- 
er than the total number of times the picture is run 
or the total audience. This has been found the 
easiest figure to use, since it is a firm figure and 
not so liable to misinterpretation. Actually, spot 






checks have found that the audience report cards 





are remarkably accurate when it comes to estimating 
attendance. 

At regular intervals, a report is made up, using 
these signed cards with breakdowns of attendance, 
size of city, type of group, and so on. Along with 
this report may very well come a bill. The cost 
varies with plans. Modern works on a flat $2.75 per 
booking, while Farm Film runs on $2. Association 
Films charges from $75 to $100 for each print, de- 
pending on running time, but includes some circula- 
tion to television stations at no additional charge. 
It also offers a per booking plan. But we'll have more 
to say about tv stations later. 


> Schools and community groups obtain films from 
many sources, in addition to the industries and the 
film services mentioned. Important, especially for 
the schools, are public or quasi-public film libraries, 
and these can be worked into your distribution plan. 
There are more than 3,000 film libraries in the 
United States, according to “A Directory of 3,300 
16mm Film Libraries” (send 70c to the Supt. of Doc- 
uments, Government Printing Office, Washington 25, 
D. C., for your copy). About a third of these are 
operated by schools, school systems, colleges and 
public libraries. Some sponsors have selected li- 
braries from this list and placed prints on long term 
deposit. This achieves a fairly broad availability of 
the film at little more than print cost. The libraries 
will render annual reports of the use of each print, 
so you have some record of utilization. But if that 
is all you do, you may be disappointed in the circu- 
lation of prints. 

In most cases, the libraries are extremely limited 
in their promotion of prints. They issue an annual 
catalog, and occasional supplementary or special 
lists, and that is about all. If you wish to undertake 
a vigorous campaign on your own, referring re- 
quest to the nearest depositary, you will be able to 


Companies Handling Distribution 


business films 


Association Films, 347 Madison Av., New York 

Farm Film Foundation, 1731 Eye St., NW, Washing- 
ton 

Ideal Pictures, 58 E. South Water St., Chicago 

Institute of Visual Training, 40 E. 49th St.. New York 

Modern Talking Picture Service, 3 E. 54th St., New 
York 

Princeton Film Center, Princeton, N. J. 

Sterling-Movies U.S.A., 6 E. 39th St.. New York 16 

United World Films, 1445 Park Av., New York 
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Business Films 





increase the use of your films. This may cost you 
something, but if you don’t you will have a lot of 
money tied up in prints that are not working for 
you. And you will still have to take care of the oc- 
casional request from a group that is not qualified 
to borrow from any of your depositary libraries. 


> Don’t overlook the school market. A 1955 survey 
by the National Education Assn. (NEA Research 
Bulletin, October 1955, 1201 16th Street, NW, Wash- 
ington 6, D. C.; 50c) showed that virtually every 
urban school district owned 16mm sound projectors, 
and that the average number was 24 for every 10,000 
students enrolled, against only 10 in 1946. Indica- 
tions are that over 1,000,000 uses of films in schools 
were made in 1953-54, and that three-quarters of 
these were borrowed or rented from outside sources. 
With such a potential market, it is worth being care- 
ful to meet the requirements. These are primarily 
length (no more than 20 minutes, to fit into a school 
period and still leave some time for discussion), im- 
partiality (no blatant advertising) and, curiously 
enough, the furnishing of a teacher’s guide (greatly 
welcomed by most teachers). 


> These adult and school groups use films, but they 
are not the only places for which circulation effort 
can be made. First that comes to mind is television. 
There are now about 500 stations on the air, about 
50 of them educational. All of them will use good 
film material on a sustaining basis, and are glad to 
get it—provided it meets tv requirements. Length 
is one such; a quarter-hour film should run no long- 
er than 131% minutes, for example. Longer or short- 
er films may find some outlets, but the better a 
film fits the existing pattern, the more likely its 
use. 

A station likes to be queried about a film, not 
overwhelmed with prints it didn’t expect. If it likes 
your summary, it will indicate that it would like 
to view the print and makes a tentative booking. 
Yet almost 25% of these tentative bookings fall 
through! The main reason is that the film just doesn’t 
come up to specifications. No advance description, 
put by the sponsor, will admit that a film is too com- 
mercial, too specialized, or that the print is not in 
good shape, but these are the main reasons given 
by tv stations for rejection of film product. 

The television audience is a big one. Association 
Films uses a formula that is based on a percentage 
of the sets in the area, multiplied by the average 
number of viewers. Modern has its own formula 
that takes into account the number of stations in 
a community. Both of these estimates are less, by 
the way, then the figures on audience they used to 
get from station managers. As a working figure for 





any large-scale distribution, you can use 40 thousand 
viewers per showing. And when “How to Catch A 
Cold,’ which was produced for Kimberly-Clark 
(Kleenex) by Walt Disney, gets 1405 tv showings 
in five years, you can see the size of the audience 
you are getting, even on a conservative estimate. 

Incidentally, these free films are not relegated to 
the hours when nobody is supposed to be tuned in. 
An analysis of the reports which were received by 
Modern indicate that they are distributed evenly 
throughout the day, getting their share of top qual- 
ity time. 


> Motion picture theaters are another mechanism by 
which audiences are collected to watch the screen. 
And some four or five thousand of them will use 
free films as part of their regular programs. Your 
subject must be good if it is to get screen time, and 
it must be in 35mm as well. A good film, however, 
can get circulation. “Big Scot,” the Anheuser-Busch 
film on the champion Clydesdale horses, has been 
shown over 35,000 times before almost 6,000,000 peo- 
ple in the first 16 months of circulation. “Green 
Harvest,” a 29-minute Weyerhaeuser Forest Prod- 
ucts Film, has been seen by 15% millions. 


> The rural roadshow audience is a somewhat differ- 
ent way of reaching people. Here a traveling show- 
man sets up in a different small town each night and 
puts on a free show, for which he collects from the 
local merchants, who consider it a crowd builder. 
He rents a feature for his main attraction, and 
rounds out his program with two or three sponsored 
films. Modern considers this a good medium, pointing 
out that you can reach 650,000 rural people during 
the summer with prints that would otherwise be 
idle, due to the falling off in school and club ac- 
tivity. Association feels this is on the way out, 
nudged by the growth of drive-ins and of television, 
and doesn’t use the medium, but concentrates its 
summer promotion on telecasts, industrial showings, 
summer camps and resorts, and other seasonal ac- 
tivity. 

Costs for these last three forms of distribution are 
generally charged on a set fee for each booking. 
While Association includes its television promotion 
in its package deal, it will handle this work on a 
booking basis at $15 each. Modern charges $15 for 
each booking on a tv station, $7.50 for each booking 
in a theater, regardless of the length of run, and $6 
for each rural roadshow location booking. 


>» Collected here in comparatively few pages, com- 
pressed almost to the bone, the number of decisions 
may seem formidable. Fortunately, they are more 
difficult to describe and answer in the abstract than 
when one is faced with a specific situation. For al- 
most always, the answer is dictated by the nature of 
the problem. It is merely a matter of not neglecting 
to consider each decision. 

The effort is usually worth it, for the business film, 
whether it is for sales promotion, training or public 
relations, is one of the adman’s strongest tools. 44 
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ittakes 


‘“‘care-how’’ 


to ride a 


good idea 


home 


Ever feel like saluting a good idea? 
We have, because we know how hard they are to come by. 


Having good ideas that will go to work for you and 
produce, is our business. But handling a good idea with 
technical competence—“know-how’ —isn’t enough 

to guarantee that your product story, sales promotion 
campaign or training film will do the job you 


want it to. It takes “care-how”, too. R e G % 


In our book, “care-how” is the counterpart of 
“know-how.” It’s your assurance that you can ride your 


«ood idea all the way home. ILM RODUCTIONS 


Should you use film? A live show? Printed material? 
We can send you booklets that may help you find Detroit 
some of the answers. No obligation. Write Regan Film 

Productions, 19730 Ralston, Detroit 3, Michigan. 
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Location Shots . . 
realism 


- For added 


and economy in _ pro- 
duction, all scenes were shot in 
real locations, using real people 


rather than actors 


44 ¢ Audio & Visual Aids 
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When a film is needed, often the 
best way is to roll up your sleeves, 
go out and make it. At least, that 
is the experience of the Employe 
Relations Department, Standard Oil 
Co. (Indiana), with headquarters 
in Chicago, which has just com- 
pleted its first production, “Blind 
Spot.” 

Here the problem was simple. In 
analyzing the accidents among its 
4.500 plus delivery trucks, Standard 
found that the most common type 
was an accident during backing up 


this unwieldly vehicle. Actually, 
more than 50% of all accidents to 
this category of truck could be 


classified thus 

The problem had been attacked 
in a number of ways: posters, 
talks at local meetings of drivers, 
even hang-tags tied to the steering 
wheels. Effective as these may have 
been, the department felt that 
something with greater impact—a 
motion picture—was required. 


> Standard is a big company, and 
while bigness means it handles a 
lot of money, it also implies a very 
careful eye on the budget. And by 
the time the budget is split down 
to departmental and even lower 
level, it isn’t too easy to get an un- 
limited appropriation. At any rate, 
the safety activity of the employe 
relations department felt that $1,500 
was about what it could get author- 
ization for, and that was the sum 
that was approved by management 
for out-of-pocket expenditures. 
Standard operates on the princi- 
ple that as much autonomy as pos- 
sible should be given to depart- 
ments. Thus, when it comes to 
making a motion picture, the de- 
partment which wants it has the 


STANDARD | makes a Elm 


The case history of a film for internal 
distribution, made internally, 
that achieved its purpose at low cost. 


responsibility of handling the proj- 
ect. In this case, the immediate 
responsibility was assigned to A. F. 
Hans, assistant manager, safety, 
Employe Relations Department. 


> Step number one was to deter- 
mine the physical format of the 
film. This was not very difficult. 
Color and sound seemed called for, 
in order to make an impression on 
the intended audience. Since the 
film had to fit into the program of 
regular sales meetings, along with 
other necessary business, the length 
had to be kept to a minimum, pre- 
ferably no more than ten minutes. 

Once that was done, the script 
could be written. Mr. Hans blocked 
out this, using a_ straightforward 
approach, but adding human _ in- 
terest by opening with a dramatic 
example of the worst possible out- 
come of a backing-up accident— 
running over a little girl playing 
behind a truck which had just fin- 
ished delivering fuel oil to a private 
home. 

While this particular kind of ac- 
cident had fortunately been ex- 
tremely rare, it was felt that it 
served as emotional appeal which 
would add impact to the plea for 
safer driving. And it also was an 
accident which was well within the 
range of possibility of every driver. 


> The script written, the next step 
was to get into production. Mr. 
Hans looked around the 14-state 
territory serviced by Standard. 
Among the people with whom he 
had worked over the years was T. 
R. Earl, division employe relations 
manager, South Bend, Ind., an en- 
thusiastic and competent amateur 
photographer. Although he had no 








experience in shooting a complete 
sound production, he was willing 
to take on the job of shooting foot- 
age for this company picture. 

Taking Mr. Hans’ rough script, 
Mr. Earl worked out a detailed 
shooting script. The two of them, 
driving around South Bend, picked 
out suitable locations. They needed 
a suburban home with a long drive- 
way, a farmyard, a couple of down- 
town locations, a service station 
and one of Standard’s bulk plants. 

This was a time-consuming op- 
eration, even considering the inti- 
mate knowledge of the area pos- 
sessed by Mr. Earl. For example, 
one full day was spent in locating 
a house with a good driveway, long 
enough for the necessary action, 
with the sun at the right angle, and 
meeting the other requirements of 
the script. 


> Community cooperation was not 
difficult to obtain. Home-owners 
who were approached were easily 


persuaded to cooperate, even 
though they were not actually 
Standard customers. People who 


lived in the neighborhood agreed to 
play the parts of the mother, the 
child, and other roles. Of a cast of 
12, only the three main characters 
were on Standard’s payroll. The 
others volunteered their coopera- 
tion, receiving only the basic $1 fee 
for their signed release, plus, as a 
good will gesture, a preview dinner 
and showing at a quiet suburban 
restaurant for the participants and 
their families. Of course, the fact 
that Standard’s film was promoting 
safety, a cause close to everybody, 
didn’t hurt. 


>’ The shooting took place in Sep- 
tember and October, 1956. This, 
Mr. Hans now believes, is a little 
risky, and their next picture will 
be planned to start earlier in the 
year. Fortunately, no major re- 
takes were necessary. If required, 
the advancing fall weather would 
have made it almost impossible to 
match the background 
grass and shrubbery. 

The actual time on location was 
only 40 hours, during which 700’ 
of film was exposed. This was re- 
markably economical of footage, for 
the completed production runs all 
of 400’, with only the main title and 
end title not shot in the field. 

Mr. Earl shot all the footage with 
his Bell & Howell 70DL three lens 
camera. Most of the shots were 
taken with a 1” standard lens, but 
he also resorted to a 3” telephoto 
and a 10mm wide angle lens. Care- 
ful pre-planning and script prep- 
aration were responsible for the 
low ratio of exposed to usable film 


color of 





>’ Kodak Commercial Kodachrome 
was used throughout, in order to 
maintain color quality through pro- 
duction prints. Mr. Earl has just one 
warning to others planning to use 
this film. While results were fine, 
they depend upon having the cor- 
rect filters, and these are not easily 
obtainable. Distribution leaves much 
to be desired, and he advises that 
the ambitious camerman get hold of 
the filters for his camera before he 
commits himself to Commercial Ko- 
dachrome. Other than that, he has 
been very pleased with the stock, 
and now that he has his filters, ex- 
pects to use it on Standard’s next 
production. 


> There were 55 scenes in the script 
as finally revised before shooting. 
A blackboard was used to identify 
each scene for the benefit of the 
editors. All editing and other lab- 
oratory work was handled by the 
George W. Colburn Laboratory, 
Chicago. Their technical services 
included preparing the rough and 
final cut, recording, mixing, and 
preparing the final answer and re- 
lease prints. 

The film uses some short lip syne 
sequences, with the driver of the 
truck acting as the commentator 
throughout the picture. To place 
him in character immediately, an 
early shot shows him in the cab of 
his truck, looking into the camera 
and talking. 

Rather than try to do live re- 
cording in the field, a difficult and 
expensive task, the sound was 
dubbed in at the laboratory, with 
a_ professional commentator sup- 
plied by Colburn. To aid him in 
suiting his voice to the lip action 
on the screen, a tape recorder was 
brought to location, and the driver 
playing the leading role spoke his 
lines while being photographed. 
While the tape was not in exact 
it was close enough to help the 
synchronization with the picture, 
commentator during the recording 
session. 


> After the answer print had been 
approved by Mr. Hans and other 
department officials, a total of 11 
release prints were ordered. These 
were distributed through the eight 
regional territories into which 
Standard’s 14-state trading area is 
divided. Distribution outside the 
company is limited by trademark 
restrictions, especially outside of the 
14 states. However, loans of the 
prints being made whenever 
these restrictions permit. 


are 


> The total out-of-pocket 
$1,500 went mostly—$1,250 
oratory costs, 


for lab- 





cost of 


while the remainder of 











How To Get Things Done 
Better And Faster 
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BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 

Simple to operate — Type or Write on 
Cards, Snap in Grooves 
Ideal for Production, 
Scheduling, Sales, Etc. 

Made of Metal Compact 
Over 250,000 in Use. 


Full price $4,950 with cards 


Traffic, Inventory, 


+ + + 


and Attractive. 


| 24-PAGE BOOKLET NO. R-40 
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Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd St. © New York 36, N. Y. 





Multiplex 
Presentation Panels 


for @ Sales meetings 
© Advertising presentations 
® Classrooms and libraries 
@ Retail display of flat goods 


Muitiplex steel-framed panels have thumbtack- 
board fillers; sizes from 18°x21" to 48"x96"; 
floor, wail, and table models; office furniture 
colors. Send for complete information, 


MULTIPLEX DISPLAY FIXTURE CO. 


925-935 North 10th St., St. Louis 1, Missouri : 
Please send literature on Presentation Panels ‘ 
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( Advertisement) 


How Much Does It Cost 
To Produce a Sound Film? 


How many times have you asked 
that question of commercial film 
producers and had them ask you in 
turn, “How much have you got to 
spend?” 

Or perhaps they have cracked, “It 
all depends: How much does it cost 
to build a house?” 

Neither of these answers is very 
satisfactory when you want to buy 
a film but don’t want to buy a pig 
in a poke. 

Neither helps in selecting a pro- 
ducer who will not quote all he 
thinks the traffic will bear then, 
after he gets your order on the 
basis of a low price, resort to ex- 
pedients in producing the film 
which sacrifice effectiveness for 
economy. Or maybe he asks you for 
more money before he can complete 
the job. 

Buyers who look to Francisco 
Films for their productions don’t 
experience any such short-changing 
and disillusionment. They can tell, 
while sitting at their desks with 
our Film Buyer’s Guide before 
them, within from 3 to 15 percent, 
how much it will cost to produce 
any sound film of any given length, 
or any number of films of different 
lengths! 

Equally important, they can know 
that the prices they pay will be 
exactly the same as those paid by 
all other customers of Francisco 
Films for similar productions. This 
Film Buyer’s Guide precludes any 
chance of “getting all the traffic will 
bear” from any customer! 

The do-it-yourself producer has 
equally reliable cost information at 
his finger tips, on any part of the 
production process which he wants 
us to do for him. 

Our Film Buyer’s Guide, you see, 
takes the guesswork out of film 
buying for our customers and the 
opportunism out of film selling for 
us. 

You, too, might save a 
money buying all your films, of 
whatever form, from _ Francisco 
Films, as well as get productions 
and other filmic materials of high- 
est quality from every standpoint. 

Let’s get together for a discussion 
of your needs and wants. 


lot of 


Francisco Films 


185 N. Wabash Ave. Phone: STate 2-0798 
CHICAGO 1 
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$250 went for raw stock, props, mis- 
cellaneous expenses. In making any 
comparison with jobs handled com- 
pletely under contract, it must be 
remembered that this is not the 
only cost to Standard. This figure 
does not include the salaries of 
Mr. Hans, Mr. Earl, or any of the 
other Standard employes involved 
in the production. Nor does it in- 
clude travel or use of company 
equipment. Of course, says Mr. 
Hans, some of these expenses would 
be required even if an outside firm 
held the contract. 

Standard’s employe relations de- 
partment is well satisfied with 
“Blind Spot,” its first entry into 
movie making, and the board of 
directors is also pleased. A second 
safety film is now being planned, 
and as long as the story and the 
action are simple, there will con- 
tinue to be internally-made films 
for internal distribution. 44 


Variety Plus... 


Free and Rental Films 
Listed for Reference 


Public service films, available on 
a rental or free-loan basis, continue 
to grow in popularity. The following 
companies, engaged in producing 
these films, are offering catalogs de- 
voted to listing and describing the 
films currently at hand. 


AF Film 
Catalog 


A revised, 40-page 
edition of “Selected 
Motion Pictures” is 
available from Association Films 
Inc., New York. 

The illustrated catalog covers 
currently available films and more 
than 230 of those listed are pre- 
sented as a public service from 
leading industries, associations, etc., 
for borrowing on a free-loan basis. 

Among those listed are many 
perennial favorites and several new 
films including “Three of Our Chil- 
dren,” and “A Gift to Grow On,” the 
story of a Mexican village health 
program. 

Copies of the catalog are available. 

. . » for more details circle 334, page 105 


Audio-Visual 
Extension Service 


A catalog describ- 
ing the_ services 
and rental films 
available to business men by mail 
has been released by the Au- 
dio-Visual Extension Service of the 
Bernard M. Baruch School of Busi- 


ness and Public Administration, 
New York. 
While the catalog is devoted 


mainly to the listing of the many 
films and filmstrips available for 
rental, it does describe its consulting 








presentations 
selling... 


VISUAL 





MADE EASY, 
dramatically, 
effectively 






AUTOMATIC 2x2 


coc Projection Viewer 


SET IT UP IN 3 SECONDS 
FOR PERFECT GROUP VIEWING! 


Projects on large 6 x 6 screen. 

Folds into compact case. Handy, weighs 
less than 5 Ibs. 

* PERFECT FOR SALESMEN, INDUSTRIAL, 
BUSINESS, EDUCATIONAL, MEDICAL use. 





Built-in semi-autom. slide changer, (for 
up to forty 35mm slides), f/3.5 coated 
precision lens, smart durable metal case. 


ia a oes 


For free folder write to 


Camera Optics Mfg. Corp. 
101 W. 47th St., New York 36, N. Y. 


Caer a ant 


The Scissors and Paste Pot art service that dares 
to be different 





Ideas, alone, in each issue are 
worth many times the small monthly cost. Big 
s you know like Prudential, U.S. Steel, 
Hall have subscribed repeatedly for 













to cover cost 
of packing and mailing 


will bring youa..... 


Single issues sell for$20.00. The sample, yours 
to use, can make you hundreds of extra dollars 
if you use but a single idea. Besides the sample, 
you will receive an unusually attractive intro- 
ductory offer. No obligation. No salesman. 
Attach one dollar to letterhead and mail today 
to Multi-Ad Services, Inc., 126 Walnut Street, 
Peoria, Illinois. 


G. F. SWEET & CO., INC. 
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119-E Ann St. 
Hartford 3, Conn. 


onnecticut 


M.E.MOSS & CO. 





Complete Photo Services 


8 x 10 prints as low as 8!/c ea. 
Enlargements—Wallet Prints 


438 Sixth St. N.W. 
CANTON, OHIO 


WALT. 





service for setting-up audio-visual 
training programs, a research serv- 
ice for finding  specially-sought 
films, and its production service. 

The rental listings are first classi- 
fied by subject in business and non- 
business sections, and then listed 
alphabetically under their series’ 
title. Each film and filmstrip is 
given a short review with the run- 
ning time and rental price for one 
day. 

Additional details can be obtained 
from the Audio-Visual Extension 
Service, the Evening and Exten- 
sion Division of Bernard M. Baruch 


School of Business and Public Ad- ot 

ministration, City College, 17 Lex- y 
ington Ave., New York 10. oe 
Free Films Over 11,000 16mm aT LOW cost? an ; ae 
In Canada films, available on ry : of 


a free-loan basis, | 7 eet ve 
are listed in the “Directory of | ‘ Ar ry er : 
Sources of Free 16mm Sponsored | F ; Ou & 
Films in Canada.” si: te ee, 

Sponsored by Crawley Films Ltd., | 


Ottawa, Ont., the 24-page booklet | 
lists 295 sources from every prov- BEB 


ince, and listings cover industries, 





trade associations, embassies, wel- THIS PROVED formula gives you a smooth, rofessional motion picture ... one that does 

fare organizations and civic, provin- the same dynamic selling a as a “packaged” production costing thousands of dollars 
: é ’ | m ! 

cial and federal government depart- ore! Here's how it works . 


ments. YOU PLAN IT—write the script, decide what to shoot. You don't need movie-making 
Copies of the directory are avail- experience —we supply the know-how. 


able without charge to any organ- | YOUR PHOTOGRAPHER shoots it, working from your outline. He takes enough overage 
ization in Canada by contacting | for smooth editing. 
Crawley Films Ltd., 19 Fairmont WE DO THE REST—our staff of specialists does all technical work— quickly returns to 
v., Ottawa. 7 you a polished motion picture. If you're outside Los Angeles, send film by air to cut 
transit time. We do the same. 


Leaflet Details Line COSTS ARE L-0O-W!—take a 16mm color film, for example. From your footage, we make 
° the black-and-white workprint, edit, match, splice, narrate, add titles, record, add open- 
Of Soundcraft Films ing and closing music*, process, and make a 400-foot color release print —all for less 
than $1000, and often for as little as $575! 
A full-color leaflet describing the sd : 
% fu color leaflet de ete nn Get the full details in our informative free booklet. 
complete line of Soundcraft magnet- 


ic films is available from Reeves TE LE $ i LM "s iat wien tor thie 
sy rat . Tay y »L . 
Soundcraft Corp., New York. | (Tespeerewatrs) FREE BOOKLET 

“HOW TO MAKE LOW-COST BUSINESS FILMS’’ 
clude complete specifications as well 6039 Hollywood Blvd. | f..." | ny ee a Te 
as suggested applications, and each Hollywood 28, Calif. / 
type of film listed is illustrated in Telephone HOllywood 9-7205 Company 
a a oa . A LEADING 16mm MOTION PICTURE Address oe 
color. Gage sizes range from 16 to TECHNICAL SERVICE SINCE 1938 
17!2 to 35mm. 


ee 
ensee of The Capitol Records music library 


. for more details circle 335, page 105 : : oe 


Film descriptions in the folder in- 











AVOID GUESSING 
SCREENS and TINTS 


with the 
Alnor Screen-Tint Selector 


See in advance how your screens and tints 

IN SECONDS! will look! Avoid remaking plates. The Alnor 
Tens of thousands of artists, Screen-Tint Selector is a visual aid that 
ad men, printers, editors and shows in advance how drawings and type 
students have discovered the combine with screens and tints. 42 indexed 
Haberule Visual Copy -Caster acetate sheets from 65 to 133 screens. with 


to be the simplest, fastest, most tints 10°s to 70%. 
accurate copy-titting tool ever 


devised. At art supply stores @® ELIMINATES ERRORS Only 
or order direct... only $7.50 43 ACETATE SCREENS 


Ready to record that spot where the i A pt Ee R U L E 
van ce ao om rs | BOX AR-245 »« WILTON +» CONN. ALNOR CO. . 395 BROADWAY, N.Y.C. 


e 
© CHOICE IN ADVANCE $550 
© FINGERTIP GUIDE 
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Always Room For... 


Variety of Audio Aids 
Introduced to Field 


Of continual interest is the ever- 
increasing flow of new material and 
aids for more effective use of audio- 
visuals. Among the new reports are 
the following: 


New Index Tabs A 
For Magnetic 
Tape 


line of colored 
and numbered tabs 
that enable quick 
and easy indexing of magnetic tape 
rolls has been introduced by the 
Datrel Co. 

Called “Tape-Indx” tabs, the 
units are simple to apply and can be 
removed easily. 

Details are available 
Datrel Co., 520 Fifth Av. 


from The 
, New York 


26. 
Auditorium A high-power au- 
Package ditorium package 


for presentation of 
sound slidefilms to large audiences 
has been introduced by the DuKane 
Corp. 

Consisting of a projector, record 
player and speaker, the combination 
package has a number of features 
including: 
® a 1,000-watt projection lamp and 


— from stock 


catalog lowest cost per year. 
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1708 W. WASHINGTON BOULEVARD, CHICAGO 12, ILLINOIS in pRiNciPAL CITIES 
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SALES PRESENTATION—Will make your sales story more 


interesting and effective. A patented design to fit every need 
- in many sizes. Specials, too. 
CATALOG—Sturdily bound, with 


efficient mechanisms — give your 


ot 4 4 Ln DECORATION Eye 
ealing design and 
ration start your 
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ssage off on the right 
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Auditorium Package 


Easy to carry 
DuKane’s high-pow- 
combination enables 


in matched cases, 
ered audio-visual 


more effective 


presentations to large 


audiences. 


an “inside-out” film cartridge that 
eliminates film re-winding on the 
projector 
e hi-fidelity speakers built into the 
carrying case for the three-speed 
record player 
® matched, compact carrying cases 
for the combination 

Additional 


details may be ob- 






RING—Every style of ring avail- 
able in a range of covers from 
paper through genuine leather. 
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REPRESENTATIVES 
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tained from 


Charles, Ill. 


DuKane Corp., St. 


"Sellebrity’’ A loose-leaf binder 
Presentation called the “Selleb- 
Book rity” has been in- 


troduced by the Belford Co., New 
York, for more effective presenta- 
tions. 

When closed the book appears 
like any other standard sales binder. 
However, when it is opened for use, 
the mere touch of the index finger 
automatically transforms the unit 
into an easel presentation piece. 

Literature is available. 


- .. for more details circle 336, page 105 


Film Processing New 
In 20 Minutes 


processing 
equipment that en- 
ables projection of 
a 100’ roll of black-and-white film 
in just 20 minutes has been intro- 
duced by Fairchild Corp. 

The compact processor - no 
larger than a standard file drawer 
~ is being called the “Mini-Rapid 
16.” Major features in the unit in- 
clude interchangeable film transport 
plastic inserts containing a_ high- 
speed developer, a rapid fixer, a 
hypo eliminating agent and a static 
rinse. Drying is carried out by a 
high-velocity air jet on the emul- 
sion side of the film. 

Able to produce commercial qual- 
ity prints, the Mini-Rapid 16 is also 
versatile in its ability to handle film 
lengths as short as one foot or as 
long as 400 feet without changing 
or replenishing the chemical solu- 
tions. 

The unit is constructed of welded 
stainless-steel with an aluminum 
rear housing. All chemical tanks 
each holding 18 ounces of liquid 
are easily removable for rinse 
cleaning and renewing of solutions. 

Complete information can be ob- 
tained by writing Fairchild Corp., 
Robbins Lane, Syosset, Long Island, 
N.Y. 
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Ready To Show . 


. New Mini-Rapid 16, 
developed by Fairchild Corp., offers film 
development 


from camera to 
just 20 minutes 


screen in 
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Left to the mind alone, many scientific problems would take months 


turning months to solve. Computers, with electronic “brains,” unravel them in minutes! 


Paper feeds the necessary facts to the machines. Paper records 


into minutes and preserves - their answers for science. Paper also streamlines the 


work of business by supplying adding machine tape, file cards, 


through graphs, stationery and many other indispensable items. 
Print and paper are so much a part of our daily lives we take them 


print and paper for granted. Try to imagine a world without them. 


INTERNATIONAL 





PRINGHILL PAPERS 


The most versatile group of papers for business and industry. New SPRINGHILL INDEX, 


in buff, green, canary, cherry, blue, salmon and the new white. SPRINGHILL WHITE 
and MANILA TAG...SPRINGHILL VELLUM-BRISTOL...SPRINGHILL POST CARD. 
All 100% bleached sulphate, all surface-sized, all from one source . . . 
all quality-controlled by International from forest to finished product. 
Springhill papers are particularly suited for punch cards, die-cut cards, 
greeting cards, index, file and post cards, ruled forms, tags, swatch cards, job tickets, 
expanding envelopes, record cards, inserts, catalog covers, ete. 
When the job calls for paper with strength, toughness, snap ... paper that 
takes writing and print beautifully ...use Springhill. 


Call vour local paper merchant for samples. 


OTHER FINE QUALITY ADIRONDACK BOND TICONDEROGA TEXT, 


Mi ADIRONDACK LEDGER Coverweight 
ILL BRAND PRINTING PAPERS BEESWING MANIFOLD LOUISIANA COLORED TAG 
BY INTERNATIONAL INTERNATIONAL DUPLICATOR OTIS BRISTOL 


INTERNATIONAL MIMEO SCRIPT HUDSON BOOK 
INTERNATIONAL TI-OPAKE HUDSON COVER, C1S 
INTERNATIONAL OFFSET HUDSON LABEL, C1S 
TICONDEROGA OFFSET HUDSON LITHO, C1S 
TICONDEROGA BOOK EMPIRE BOOK 
TICONDEROGA TEXT WINN BOOK also 


CONVERTING PAPERS 


your most dependable source of supply 


INTERNATIONAL 
PAPER 


FINE PAPER & BLEACHED BOARD DIVISION 


NEW YORK 17.N.Y 















Third of a Series 


Selecting 
A Format 
For External 


Publications 


House organs run the gamut in format, from a simple postcard to an 
elaborate four-color magazine. Here is a report on what formats have 
been used, with emphasis on the new and unusual. It also includes the 
questions you should answer before you decide for yourself. 


By Dick Hodgson 
AR Executive Editor 


Probably the most important de- 
cision to be made once you've de- 
cided to publish an external house 
organ is selecting the format. Al- 
though it may appear on the surface 
to be an easy task, if all of the fac- 
tors are fully considered it can be- 
come a major chore. 

There are only five basic cate- 
gories of house organ formats, but 
within each category are dozens of 
possibilities. The categories are: 


@ Magazines 

@ Newspapers 

® Newsletters 

@ Booklets 

@ Unique printed pieces 


Of course, there also is the pos- 
sibility of combining two or more of 
the basic format types. For initial 
planning, however, it is usually best 
to start with just one of the cate- 
gories and build within this frame- 
work. 
> Usually the most elaborate — and 
costly — externals are published in 
the magazine format. The basic size 
is 81x11”, although an 8144x1114” 
trim size (standard business pub- 
lication format) is frequently used. 


Other popular sizes include: 


© Pocket size — no standard di- 
mensions but ranging from 334x51,%” 
to 5x7”. Probably the most popular 
pocket size is 5x7”. 


© Reader's Digest size — 5%gx7! 
- 9x12” 


- 101%2x14” 


e “Large” size 


@ Life size 


Post size 1034x1334” 
> There is less standardization in 
sizes used for the newspaper format. 
While most company publications in 
the newspaper category use a tab- 
loid format, about the only practical 
method of classifying them is by 
the number of columns — usually 
ranging from two to five columns 
per page. 

Five of the most popular sizes for 
externals published in newspaper 


format are 94x12”, 10x13”, 
1034x1542”, 17x22” and 19x25”. 
Actually, however, the common 


815x11” is the most frequently used 
size, usually with three columns to 
the page. 


> Newsletters almost invariably 
stick to 84x11”, with about the 
only flexibility being in the choice 
between one or two columns to the 
page. For economy reasons in par- 
ticular, the one-column format is 


the most popular since copy is usu- 
ally typewritten and _ unjustified. 
When newsletters are typeset, how- 
ever, the two-column format is 
generally used since shorter lines 
are easier to read. 


> There are no size standards at all 
for externals published as booklets. 
In most cases, they closely resemble 
pocket-size magazines the dif- 
ference being the handling of edi- 
torial material. 


>’ Unique formats, of course, refuse 
to stand still for any standardization 
of sizes. This is only logical since 
the main purpose of such formats is 
to achieve recognition through dis- 
tinctive styling. 

In many cases, publications falling 
into the “unique” 
sentially newspapers, magazines or 
newsletters treated in a special way. 
Here are some examples from AR’s 
files: 


category are es- 


e Imp... Described as the “world’s 
smallest house organ,” Imp is an ex- 
ternal used by Orville E. Reed, 
Howell, Mich. direct mail expert, It 
is essentially a newspaper format 
applied to a regular government 
postcard. Each issue contains two 
812 pica columns. 


© Telebriefs This is another 
miniature newspaper. Published by 





Layout & Typography * 49 


1957-58 
IMPROVED 


copy-fitter 


68 PAGE EDITION 
with most complete index of 
lowercase, caps, small cap 


hereto s—— 


- 1560 type faces 4 to 24 pt. 
Fast, accurate, DIRECT VISUAL CONTROL 


Streamlined Copy-Fitting makes it casy to fit 
type like an expert. Thousands of users — en- 
dorsed by graphic arts leaders. Plastic bound, 
with all scales needed for copy-fitting in the 
precision die-cut Vinylite type-casting gauge. 
Your best buy for $5.95! Money-back guarantec. 
Order now at art supply stores or direct: 


ARTHUR B. LEE, 25 West 45th St., New York 36 
JUdson 2-3877 


TYPOGRAPHERS 
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sition 
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same \ 
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Prompt out 


-Let- hm ME co., INC. 
sada Ta hy 


MATS © STEREOTYPES * PLASTIC PLATES 
FILMOTYPE * CAMERA MODIFICATION 


2812 TAYLOR STREET, DALLAS « RI 7-3746 


JOHN A. 


sy A NO PHOTO-PRINT CHARGE! 
NO PHOTOSTAT CHARGE! 


RAPID 
FILM-LETTERING 


REDUCED OR ENLARGED TO FIT YOUR 
LAYOUT AT NO ADDITIONAL CHARGE 


Negative or Positive —No Minimum 


Prompt mail deliveries anywhere in U.S.A 
Write for FREE Specimen Chart A.R 


¢ RAPID TYPOGRAPHERS INC. 


305 EAST 46 STREET » NEW YORK 17,N.Y. 
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IDEAS 


For Building Business with: 


e BINDERS 
e FOLDERS 
Peas) es 


rsa 01,2 ee 
YOURS FREE 


for every business need 
Write Today 
ELBE FILE & BINDER CO., INC. 


FALL RIVER MASSACHUSETTS 


OURTH AVE 


Dept. AR-4 


March 1958 
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Illinois Bell Telephone Co. as a 
monthly bill enclosure, Telebriefs 
has four 5%x65¢” pages, each con- 
taining either three 10 pica or four 
7 pica columns. (It is interesting to 
note how halftone illustrations ap- 
pear to be “big” even when they 
may be only 7 picas wide in a mini- 
ature format.) 


@ Dole Doings and Copy . Here 
are two examples of elongated mag- 
azines which present a distinctive 
appearance. Dole Doings is_ the 
monthly internal of Dole Valve Co., 
Chicago, and contains sixteen 
4145x1134” pages. Copy is the 
monthly publication of the Chicago 
Chapter, National Industrial Adver- 
tisers Assn. It is very similar to the 
Dole publication except that the 
average issue contains twenty 5x12” 
pages. There is only one column of 
type per page in each of these pub- 
lications. 


.. This is a de- 
lightful monthly external produced 
by W. T. Peck & Co. Inc., Philadel- 
phia lithographers. It is the stand- 
ard 81x11” sheet folded to six 
3-2/3x814” pages. Frequently, the 
net result is three pages plus an 
11x81” spread. 


© Graphic Artery 


© STA Newsbulletin A news- 
letter in magazine format is pub- 
lished by The Society of Typo- 
graphic Arts. A typical issue con- 
tains eight 5°4x834” pages. Head- 
lines are set off to the left, with 
body in a 211% pica single column 
running to the right on the covers 
and to the gutter on inside spreads. 


©e ADCC Bulletin You expect 
something really different each 
month when you are on the list to 
receive the Bulletin published by 
the Art Directors Club of Chicago. 
About the only thing which is con- 
sistent from month to month is the 
unusual horizontal 1214x914” for- 
mat. Pages frequently contain four 
unjustified columns (offset printed 
from typewriter composition), but 
each issue is highlighted by unusual 
picture spreads. 


© Calendar house organs We 
regularly receive a number of 
monthly calendars which double as 
external house organs. One, for ex- 
ample, features a monthly calendar 
on the front of an 8'%x11” sheet 
of heavy stock, with a magazine- 
type story on the back. 


This list could go on indefinitely, 
but we have tried to make a point 
of the fact that if you're seeking a 
distinctive format, the answer may 
lie in adding some new dimension 
to one of the basic formats. 


IMP 


World's Smattest House Orgen 


19th Year Ja ary. 1958 


Government executive 


doa't find a way to spend that | 


$120 million, we'll lose our jobs 

Assistant: “How about building 
another bridge across the Mossiseup 
pi 

Executive That won't take 
@nough money. man 

Assietant Lengtbwise, may 


Husband (reading sewspaper) 
It says here that in some parts of 
the world fish are ased for money 


Wife. “Heavens, it most be mes- 


*y Putting one in a wending | 


machine 
= 
No matter whose payroll you are 
en. you are still working for your 
elf 
= 
The teacher was explaining to 
the mother of the new student that 
st was the practice at this school to 
have all newcomers take an aptitade 
test as part of the entrance require 
mente 
Well, all right agreed the 
mother But theres not much 
point in giving this boy any apti 
tude test Hes apt to do most any 


| Fences Need Mending ? 


Been neglecting your 
customers? About time to 
send them a letter telling 


| them you appreciate their 


business 
Are you telling enough 
rospects about what you 
ave to offer? Getting 
new accounts every week? 
Direct mail can help 
you do such jobs 
My clients keep their 
sales fences in good re- 


| pair by contacting every 


customer and prospect 
every month .using 
sales letters and regular 
monthly mailings to turn 
prospects into inquirers 


thing and buyers 
° Maybe you should be 
If you want a job done. give it one of my clients. Write 
to a busy mao He Il dave his secre 7, 
tary do it me and let's see 
Sent fo you @s @ reminder thet it peys to keep uni 
meil contact with your customers and prospects 


terrupted 


From the desk of ORVILLE E. REED, writer of Direct Mail 
Advertising, House Organs, Booklets, Seles Letters, Complete 
Mail Selling Cempsigns, and Special Writing Assignments 


106 WN. State Street Phone 65 Hewell, Michigan 


Postcard House Organ 
regular basis, the 
Reed, dubs it 


Issued on a 
sponsor, Orville &£. 
“World's Smallest 


> When it comes to deciding which 
of these formats best fits your needs, 
there are at least 10 basic check- 
points to consider. 


1. Budget, time, talent . . . As in 
most promotion media, the major 
consideration must always be the 
amount of money available to do the 
job, the time which can be allocated 
to doing it and the talent of the 
people who will do it. 

One of the biggest mistakes made 
by many external publishers is try- 
ing to work one or two steps beyond 
their budget-time-talent limitations. 
You frequently see a mediocre 
newspaper or a downright poor 
magazine being published by those 
who have the money, time and tal- 
ent to publish an excellent news- 
letter. 

Since one of the main jobs of an 
external is usually the building of 
a company personality, it only 
stands to reason that you should do 
everything possible to make sure 
that you will be able to turn out a 
publication of the highest quality — 
with whatever format is decided 
upon. 


2. Material to be used .. . Different 
kinds of material will call for dif- 
ferent types of formats. If, for ex- 
ample, you want to convey company 
or industry news, the obvious choice 
will be either a newspaper or news- 
letter. On the other hand, if the 
basic content will be photographs, 
a magazine format will probably 
work best. 

Whatever the content, there is a 








tried-and-proved format to fit the 
job. A factor which shouldn’t be 
overlooked, however, is that it is 
sometimes possible to achieve spe- 
cial impact by adapting your ma- 
terial to an unexpected format. 


3. Who will read it . As in all 
advertising, the intended audience 
must always be given primary con- 
sideration when determining the 
form your material will take. No- 
where is this more true than with 
externals. 


















4. Where will it be read . . . Some 
externals are designed for reading 
by commuters — a pocket size, of 
course. Others are intended for 
busy executives to read at their 
desks — frequently the newsletter 
is chosen. At least one external 
house organ is designed for reading 
by customers in barber shops — 
anything but a magazine format 
would quickly get lost in the shuffle. 
This list is endless, but the point 
should be clear — the chosen for- 
mat should be: compatible with the 
“point-of-reading.” 


S. End use . .. Many externals are 
expected to have a life beyond the 
first reading. The most obvious ex- 
ample is material intended for office 
filing. In such cases, of course, an 
812x11” size is almost mandatory. 

Another example was reported in 
“The Edsel Story” (Oct. 57 AR). 
Here the center spread of Edsel’s 
“Green Line’” was designed for re- 
use as a display. Obviously only the 
larger size afforded by a newspaper 
format was suitable. 
































6. Distribution method If the 
external is simply to be mailed by 
itself, there may be no major format 


















ECONOMICAL HOUSE ORGAN SIZES 


problem. But if it is to be an invoice 
enclosure, distributed by salesmen, 
placed in pick-up racks or handled 
in some other “non-standard” 
offer definite advantages. 


7. Competition ... There are really 
two forms of competition which 
must be considered when selecting 
a format. First of all, of course, is 
business competition. It is important 
to analyze the types of externals be- 
ing used by your competitors to 
reach the same audience. In most 
cases, you will probably stand to 
gain more by selecting a different 
format — unless you can be sure 
that you can provide better quality 
and achieve distinctive identity with 
the use of a similar format. 

But just as important, however, 
is competition from other publica- 
tions. Whatever format you choose, 
you can be sure that your external 
will be compared — at least sub- 
consciously — with all other pub- 
lications in the same format, not 
just those of your competitors 
and not just other externals. 

If you’re publishing a magazine, 
for example, you must face the 
sometimes bewildering fact that 
your publication will be compared 
with consumer and business maga- 
zines — and other externals — us- 
ing the same basic magazine format. 
This doesn’t mean that your readers 
will expect you to produce a com- 
bination of Life, Fortune and the 
Saturday Evening Post just because 
you have chosen to publish a maga- 
zine, but they will make compari- 
sons nevertheless. If you can’t hope 
to be at least at the mid-point in 
the quality standards of all maga- 
zines received by 
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Project Sharp Images 
DIRECT ON YOUR BOARD 
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Art production costs 
drop, earnings go up, 
with an Art-O-Graph. 
Render _ illustrations; 
visualize layouts; 
“drop in” keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
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ings! 


















10 Days FREE 
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10 Basic Checkpoints 


. Budget, time, talent. 
. Material to be used. 
- Who will read it. 
- Where will it be read. 
. End use. 
. Distribution method. 
. Competition. 

8. Production economies. 
. Reuse of material. 
. Speed of production. 


reader, you will probably do well to 
consider another format. 


.. As in 
the case of all printed material, it 
is important to keep in mind certain 
basic guides to economic production 
such as standard paper sizes, press 
limitations, etc. While this should be 
obvious, it is amazing how often 
non-standard sizes are chosen with- 
out stopping to consider paper 
waste, necessity for using larger 
(and more costly) presses, breaking 
points in postal rates and many 
other important factors. 


8. Production economies . 


9. Reuse of material . . . While this 
is really part of checkpoint number 
eight, it deserves special attention. 
Many times material originally de- 
veloped for use in an external house 





organ can be reused for other pur- 
poses, with important economies 
resulting. The most obvious ex- 
ample, of course, is reuse of en- 
gravings in direct mail, annual re- 
ports, sales aids, etc. 

Another good example is reuse of 
feature material developed for ex- 
ternals as part of the company’s 
publicity program. 

This works both ways, of course. 
Externals can frequently use mate- 
rial developed for publication ad- 
vertising, catalogs, direct mail and 
other purposes. 

In both cases, however, it is im- 
portant to select a format which will 
easily accommodate available mate- 
rial. 


10. Speed of production ... A final 
point to consider is the “lead time” 
required for the format you select. 
If speed is of the essence, a news- 
letter can often be produced on sim- 
ple duplicating equipment and be in 
the mails within a few hours after 
the first line is written. At the other 
end of the scale, slick magazines 
produced in full-color may require 
several months for complete pro- 
duction. 


Sound like a big job? It should be, 
since once you've selected a format, 
you'll probably be stuck with it for 
a long time. 44 


PLASTIC PLATES 


are used REGULARLY 


by some of the 
LARGEST AGENCIES 


for some of their 
LARGEST CLIENTS 


THAT'S EVIDENCE OF QUALITY! 


PROGRESS PLATE MAKING COMPANY 


99s, 913-23 Filbert Street, Philadeiphia 7, Pa 
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THE PROGRESS « HANSON « PROGRESSIVE GROUP 


PHILADELPHIA s NEW VORK « WILMINGTON ¢ BALTIMORE «¢ WASHINGTON ¢ RICHMOND 


PROGRESS Plate Making Company 
923 Filbert Street, Phila. 7 
WAlnut 2-0447° 


HANSON Electrotype Company 
9th & Sansom Streets, Phila. 7 
WAlnut 2-5567° 


PROGRESSIVE Composition Company 
Sth & Sansom Streets, Phila. 7 
WaAinut 2-2711* 


“of course any of the three can be reached by one call 


NEW YORK. MU Hill 2.1723 « 
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Integrated Design for 
Junior Achievement 


Publications of all local affiliates 
of Junior Achievement, a national 
organization, will be coordinated in 
the future, by relating all promo- 
tional material through the medium 
of distinctive, contemporary design. 
The plan was worked out by the 
Bradley Lane Advertising Agency, 
Denver, at the suggestion of Henry 
L. Baum Jr., president, Noreen, 
Inc., and a sponsor of JA in the 
Denver region. 


1/3 proportion 


2,3 proportion 


;—— width is the same as height 4 


The program is built around a 
kite-shaped trademark, designed to 
appear equally effective in one or 
two colors. When a second color is 
used, it will be AAAA standard red 
or its equivalent in other media. In 
black and white, the red is replaced 
by a 60% screened gray, unless the 
symbol is reduced to 1” or less, 
when both areas are black. 

The program is described in a 
folder which gives specifications for 
the symbol, and suggestions for 
color use and typography. The fold- 
er recommends that local groups of 
JA stick to Spartan, with Futura as 
an alternate choice. These faces, the 
leaflet says, “are of modern charac- 
ter, clear and legible, and have 
variations from very light to extra 
bold including italics.” 

The last flap of the folder is 
printed in a solid red, and is de- 
signed for clipping as a color guide 
for printers, sign painters, and 
others producing materials for local 
Junior Achievement groups. 44 


Title Type Specimens 
Shown in New Catalog 


Specimens of currently available 
hot-press title types for films and 
television are illustrated in a new 
catalog from Knight Title Service. 

Showing a wide variety of the 
faces in greatest current demand, 
the catalog includes information 
on available point sizes. 

A sample copy is available. 


- «+ for more details circle 321, page 105 





Alphabet Features Easy 
Joining Script Letters 


Transparent, self-adhesive letter- 
ing alphabets in which the script 
characters actually fit together 
automatically with no cutting away, 
are displayed on a specimen sheet 
available from Advertising Aids Co., 
Minneapolis. 

Quillo alphabets are different be- 
cause they have more letters in each 
face and because the wide choice 
of alternate letters in script faces 
assures simple joining of script 
characters, according to the distrib- 
utor. Guide lines make alignment 
an easy matter. 

The smudge-proof letters are 
printed on the underside of acetate 
sheets which are self-adhesive when 
the backing paper is removed. They 
can be easily shifted and repo- 
sitioned until they are burnished 
down. Designed by professional 
hand lettering artists, Quillo alpha- 
bets are printed on hand _ proof 
presses and are said to give critical- 
ly sharp reproductions. 

Many alphabets come complete 
with lower case, caps, numerals 
and points all on one sheet. In all, 
specimens of 26 different faces ap- 
pear on the sample sheet. 


. .. for more details circle 322, page 105 


How to Pick a Printer | 
Ray Ladue, purchasing agent, Mc- 


Graw-Hill Publishing Co., outlined four 
qualities to look for in the sales repre- 
sentative of a job printer: 

1. A good appearance and courtesy: 
2. Doesn't talk too much about his 
other accounts; 


3. Explains his services, shows his 
products, doesn’t “teach:” 
4. Knows his mechanics pretty well, 
has a working knowledge of layout, 
art, typography, offset and letterpress. | 
When choosing printers, there are 
eight other factors, Mr. Ladue told the 
Production Management Round Table. 
1. Type of job, quantity, price, rep- 
utable service, quality of craftsman- 
ship; 
2. A good, clear, accurate job ticket 
within the shop; 
3. Expert proofreading; 
4. Allowance for adequate time within 
the shop for each operation (so that 
sheets, for example, will not be folded 
while still wet). 
5. Furnishing page proofs in sorted 
sets (A real time saver not offered by 
many printers). 
6. A policy of stopping work and ask- 
ing questions if there is any doubt. 
7. Good packing of the completed job. 
8. Prompt invoicing, so total cost can 
be completed while the job is still 
fresh in mind. 





3 CASE HISTORIES IN TYPE 


set to s pecifications 
set efficiently, economically 
set without investment or manpower worries 








Case No.1: Printer and Lithog- 
rapher A found his Composing 
Room plagued by fluctuating 
workloads— inadequate in peaks, 
idle at times. Productivity ebbed; 


departmental profits were passé. 
Happy solution: Turned all of his 
typesetting production problems 
over to a typesetting production 
specialist . . . an ITCA* member 


Case No.2: Ad Agency Brequired 





adherence to type specifications, 
maintenance of schedules and 
coordinated know-how in the 
handling of its type production 
and important related services. 
Simple answer: Called in a type- 
setting production specialist able 
and ready to tailor services to 


client needs . . . an ITCA member 
» 





The Marh 


frogre 


eri 


ing 


Case No. 3: Printer C, a progres- 
sive fellow, found his growing 
company faced with expensive 
Composing Room expansion, 
shortage of skilled manpower for 
new equipment, if purchased. 
No dilemma here: Turned invest- 
ment, manpower, type produc- 
tion worries over to a typesetting 


specialist . . . an ICA member 
* 


Wf Today’s type problems call for type specialists 


For further information on members’ services write to 


INTERNATIONAL TYPOGRAPHIC COMPOSITION ASSOCIATION 
1015 Chestnut Street - Philadelphia 7, Pennsylvania 


*ITCA —A< trade association of pro typ hic service and typesettine firms 


the graphic arts and advertt 
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The Intertype Fotosetter provides 

a fast and economical way to sct 

large display type. 

The next time you have a job requiring 
big type let Warwick demonstrate the 
impressive savings in time and money 
that is possible by using this 


modern method of typesetting. 


This is twelve point, the basic size 
used to Fotoset on a keyboard up to 
480 characters a minute. We then 
blow it up to whatever size required. 
BIG type is simple and inexpensive. 


WARWICK TYPOGRAPHERS /»- 
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920 Washington Ave. -« St. Louis 1, Mo. 
Phone CEntral 1-9210 


$ & S&S S&S S& To start getting your share of 
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Advertising 
Requirements 


sales power in the $3 billion 
advertising-production-merchandising 


market, call your AR representative today. 
Advertising Requirements, 200 E. Illinois St., Chicago 
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Take Your Pick... 


New Type Books Feature 
Faces Both Hot and Cold 


Newest among the sample sheets 
and typeface catalogs to be made 
available include specimens of both 
letterpress and “cold” type faces. 
Here are two of them. 


Faces New Just released is the 
And Old new edition of the 
“Handy Type In- 
dex and Price List” of American 
Type Founders Co., Elizabeth, N.J. 
The index displays one-line sam- 
ples of all ATF faces currently 
manufactured for stock, including a 
number of designs recently revived 
and now permanently restored to 
the line. The catalog also gives 
complete information on sorts, 
spaces and quads, lead, slugs, ad- 
cuts, logotypes and other special 
foundry products. 


+ . + for more details circle 323, page 105 


90 Specimens Ninety specimens 
Of Cold Types of typefaces avail- 
able for the Strip- 
Printer, which prints headline type 
from film, are presented in a folder 
offered by Con-Mar Manufacturing 
Co., Oklahoma City, manufacturer 
of the headline printing machine. 
StripPrinter fonts are available in 
sizes from 18 to 72 points. Each 
specimen shown in the folder is 
listed with a key number followed 
by a notation as to the sizes avail- 
able in that font. 


-. + for more details circle 324, page 105 


Easy-to-Read Handbook 
Explains Platemaking 


All that the laymen needs to 
know about electrotypes and stereo- 
types is available in “The Electro- 
type and Stereotype Handbook” 
supplied free of charge by the 
International Assn. of Electrotypers 
and Stereotypers Inc. 

The handbook, produced by the 
association’s public relations com- 
mittee, tells how these plates are 
made and how they are used by the 
letterpress printing industry. The 
making of plastic and rubber mats 
also comes in for a share of atten- 
tion. The 32-page booklet is pro- 
fusely illustrated with detailed half- 
tones which take the reader step by 
step through each stage of electro 
and stereo production. 

Quantity orders are available at 
15c each and will be imprinted, at 
cost, with the purchaser’s company 
name if desired. 


- . + for more details circle 325, page 105 





The New 


By Gustay L. Nordstrom 
Executive Director 
Folding Paper Box Assn. of America 


Packaging is the new dimension 
in advertising. Whether you are 
with a large national advertiser or 
a small local company, you can 
use packaging to gain greater im- 
pact for your advertising, better 
service to your customers and 
higher profits to your company or 
client. 

Modern marketing is a total con- 
cept. It uses research to discover 
new markets and new products. It 
plans advertising to build a corpo- 
rate image as well as to sell goods. 
It develops packaging as a tool of 
more effective and profitable dis- 
tribution. It thinks in terms of serv- 


ice to retailers and consumers. 


, Y * : 
Lanting S Sa 
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Dimension in Advertising 


Some challenging thoughts on what advertising 
can learn from the packaging industry, and 
on the future relationship of the two. 


Effective marketing must consider 
every step from shipping platform 
to kitchen shelf. 

Self-service has obsoleted tra- 
ditional retailing and traditional ad- 
vertising of consumer goods. Not 
all manufacturers . . . or advertisers 

have recognized this change, 
but the facts speak for themselves. 
The American housewife is voting 
overwhelmingly for self-service by 
spending one out of every five re- 
tail dollars in supermarkets. At 
the present growth rate, it will be 
two out of every five by 1965. 

Today shoppers think and react 
on a_ self-service even in 
types of stores not yet arranged for 
self-service. We are fast moving 
into an era where personal selling 
becomes of less and less importance. 
This means that 


basis 


advertising must 


presell the customer and packaging, 
at the point-of-purchase, must re- 
call your message and stir the de- 
sire to buy. 


> When a consumer has a choice of 
several brands in a given product 
category—all well and _ favorably 
known through your advertising— 
the package . . . our package... is 
often the only difference! The suc- 
cessful product 
that builds a 
and packaging. 
To the national advertiser, the 
package is often the only salesman 
the customer ever sees. A well-de- 
signed package is proof that the 
manufacturer cares about the con- 
sumer. A plain, uninteresting pack- 
age is equal proof that the manu- 
facturer does not think 


today is the one 


team of advertising 


enough of 
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Be sure to write for your free copy of 
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his customer to get dressed up for 
the big moment when the sale is 
made. 

Teamwork in advertising and 
packaging is even more important 
for the smaller advertiser . . . usual- 
ly a company marketing its prod- 
ucts regionally or locally. From 
long experience many of you know 
that these firms must compete 
against products backed by strong 
research, heavy national advertis- 
ing and aggressive media promo- 
tion. Your advertising has to pay 
off, or your smaller company will 
be out of business! 


> One area where a local firm can 
compete is in packaging . . . pack- 
aging that creates a product per- 
sonality suited to the marketing 
area: its people and its retailers. 
Down in Texas, for example, there 
is a small milling company whose 
cake mixes stand toe-to-toe with 
the national giants primarily 
because of the smart, colorful pack- 
aging that ties in with effective, lo- 
cally-oriented advertising. As the 
competitive battle joins more fierce- 
ly, the survivors will be those who 
use the power of packaging to make 
their advertising and promotion 
more effective. 

To this end of greater coopera- 
tion between advertising and pack- 
aging, let me suggest three areas of 
joint effort: 


@ Market research; 
© Creative selling; 
© Cooperative copy. 


> Most of you in advertising believe 
in and engage in research. Keeping 
in mind that we are both seeking 
common goals, and, broadly speak- 
ing, similar information on present 
and potential markets, let me urge 
closer cooperation between adver- 
tisers and package suppliers. 

For example, we in the Folding 
Paper Box Assn. have an impres- 
sive list of research projects: two 


Packages in Ads. . 


sion of the package to build recognition at the supermarket shelf. Without the 
ages, these ads for well-known products lose all impact. 


. Much of the effectiveness of current-day ads lies in the 


in packaging in the food and gro- 
cery field; two in the department 
store field. All of these offer val- 
uable information on how a pack- 
age can increase sales and reduce 
costs. 

Currently we are planning sim- 
ilar surveys in the hardware field, 
in variety stores and with bakery 
products. In addition we have re- 
ports on packaging of drugs, toys, 
textiles, beverages, and so on 
page after page of solid facts that 
enable our salesmen to know more 
about the markets of their cus- 
tomers. We believe as you do: That 
the more our salesmen know about 
the marketing problems of their 
customers, the more service they 
can render. 

As an industry, the folding box 
people have more information 
about packaging than any other 
group in the packaging business. All 
of this is ready, willing and able 
to serve you... from any member 
of our association. 


> There are other areas of research 
where we can help you: in package 
design, construction, and_ color 
combinations. This is our business: 
Developing packaging that attracts 
the eye, recalls the advertising and 
clinches the sale. We know, from 
long experience, that copy, design 
and artwork can be beautiful in 
a four-color spread, but can fail 
miserably on the supermarket shelf. 
For example, the reader looks 
squarely at the newspaper or mag- 
azine page and sees the advertise- 
ment clearly. But the shopper 
usually sees the package at an ob- 
lique angle ... as she hurries down 
the supermarket aisle . . . and, of 
course, two out of five women never 
do see a package clearly. They don’t 
or wont wear their glasses when 
shopping. 

On research, let me urge you to 
call in packaging people pro- 
fessional package designers or box- 
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from 1 to 500 pages, the 
way you want it—the 
instant you need it. 
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Now—with this remarkable new GBC 
system you can quickly, bind in profes- 
sional style manuals, price lists, presen- 
tations—in fact, anything typewritten, 
duplicated or printed from 1 page to 500 
pages. You can bind one book or as 
many as you need—when you need them 
—with any type of cover material—in 
your choice of striking color plastic 
bindings. You can create your own 
modern prestige-building plastic bound 
books. Every page lies perfectly flat, 
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without wasted space, without hidden 
gutters. You can do all this at sur- 
prisingly low cost—in your own or- 
ganization with no skill or experience 
required. 


The GBC system is used and approved 
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book, ‘“‘Manual of Modern Plastic 
and Loose Leaf Binding’”’ is waiting 
here for you. You, as well as every 
executive member of your staff, 
should read this idea stimulating 
report on plastic binding. It illus- 


ganization. It explains completely 
the 1001 applications that will save 
time and money and increase the 
efficiency of your business as well 
as add prestige and readership to 
all printed material. Send for your 
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makers early when the 
problem first is discussed. For I 
am sure that you do not want to 
be like the New York agency ex- 
ecutive who assured his client that 
his art director knew all about good 
packaging. The art department did 
come up with a dozen new pack- 
ages of striking design and unique 
construction. The only trouble was 
that not one would work on an 
automatic packaging machine! 

In the packaging industry there 
is a world of experience and in- 
formation that you can use in your 
market and product research. And, 
in the same way, we hope that you 
will make available to us the re- 
sults of your studies so that we 
can develop new and better pack- 
ages for your company or your 
client. 


> The second area of cooperation is 
creative selling. Creative selling is 
the heart of successful advertising 

. and packaging. 

I know of no better example than 
the Marlboro cigarette, where a 
unique package, the flip-top box, 
was teamed with a dramatic adver- 
tising campaign . . . thanks to your 
fellow members from Leo Burnett. 
Yes, I know that the Philip Morris 
people insist that the new tobacco 
blend was important, too, but the 
real key to success was creative 
selling made possible by ad- 
vertising AND packaging. 

In supermarkets, the greatest 
sales increases have been chalked 
up by products in convenience 
packages: frozen foods, prepared 
mixes, tv dinners, etc. Sales of these 
products have gone up 98% in the 
past 10 years corepared to 10% for 
other food and grocery products. 
Here again, I think, is a good ex- 
ample of the creative selling that 
can result from the cooperation of 
packaging and _ advertising. Our 
packaging made these products 
possible but your advertising de- 
veloped the consumer interest that 
sold them. 


> The third area of teamwork is 
cooperative copy. Perhaps this is 
not the best phrase for what I have 
in mind, but I am trying to point 
out the opportunity you have to use 
the package to carry your adver- 
tising message through to the con- 
sumer. 

In our surveys, for example, we 
found that both supermarket and 
department store executives felt 
that identification at the point-of- 
sale was the most important link 
in marketing a product. 

This gets back to my original 
statement that today marketing is 
a total concept. The most successful 


advertising is that which follows 
through at the point-of-purchase 
that uses the package as part 
of the advertising campaign. 
There’s a lot of space on a good 
package six sides on a folding 
box, for example 990 billion 
potential posters to carry your mes- 
sage right into the home. 


>» Packaging can be a tremendously 
effective supplement to advertising 

at an amazingly low cost. For 
pennies, you can strengthen the im- 
pact and effectiveness of your ad- 
vertising. On a milline basis, the 
package is among the least ex- 
pensive forms of advertising. In su- 
permarkets alone there are 360 mil- 
lion shopper visits every month. 
Every week there are nearly 100 
million opportunities for the con- 
sumer to see the package of a na- 
tionally distributed product. Prop- 
erly handled, your advertising mes- 
sage can be recalled by millions 
more people every day at the 
point of greatest importance: When 
the customer decides which prod- 
uct to buy. 

In a study of supermarkets we 
found that the food retailers felt 
that the single most effective sell- 
ing element of a good package was 
a picture of the product in use... 
a tasty dish of macaroni, a picture 
of happy children eating cereal, gay 
young people drinking beer, or a 
mouth-watering portrait of a 
chocolate cake. These supermarket 
operators recognize that the im- 
pact of your advertising can be 
made much more powerful and per- 
suasive by repeating your advertis- 
ing on the package. 


>I believe that this identification 
can be a profitable two-way stretch. 
Just as your advertising on the 
package builds identification at the 
point-of-sale, so our package can 
build identification in your adver- 
tising. I believe that, for consumer 
goods, sold through mass markets, 
there should be a picture of the 
package in every advertisement. . . 
to remind the consumer what to 
watch for when she shops. 

By clever use of the package, an 
ad can tie in the advertising and 
the point-of-purchase. By using the 
package for identification, you can 
make your advertising more effec- 
tive in today’s mass marketing. 


> To repeat this point in another 


way: Self-service has brought a 
revolutionary change in marketing. 
The package today is often more 
important than the product it con- 
tains. Yet how many of your ad- 
vertisements recognize this? Are 


you advertising people closing your 
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eyes to the facts of life? How many 
drug or toiletry ads even hint that 
supermarkets sell 25, 40, even 60°, 
of the products advertised? How 
many hosiery ads recognize self- 
service? How many of your ads 
consider how and where the house- 
wife will pick up your package? 

The marketing’ revolution is 
changing the whole concept of ad- 
vertising of consumer goods. In the 
next five years manufacturers will 
integrate advertising and packaging 
more They will use the 
package for identification in tele- 
vision, in newspaper and magazine 
ads, billboards, and so on. 

And they will use more advertis- 
ing and more packaging. I predict 
that by 1967, advertising will in- 
crease 40°, from a $10 billion to a 
$14 billion business, and packaging 
will grow even faster from a $12 
billion to an $18 billion industry. 


closely. 


> Even today, as I have tried to 
show you, the advertising leaders 
recognize the teamwork of 
packaging and_ advertising. For 
them, packaging has become the 
new dimension in successful adver- 
tising. Tomorrow, I am confident, 
it will be equally successful for all. 

Packaging is becoming an in- 
tegral part of the total marketing 
concept; packaging is becoming an 
essential ingredient for successful 
distribution. In fact, I think we can 
safely predict that within the next 
decade, there will be a new, im- 
portant position in top manage- 
ment: Director of Packaging. 

Just as advertising can cooperate 
with packaging, so will this new 
member of the management team 
work with the advertising manager 
and advertising agency to speed the 
flow of goods from factory to home. 
As I have tried to show you, pack- 
aging IS a new dimension in ad- 
vertising. Those who recognize this 
new role of packaging can make 
their advertising more. effective, 
their promotion more powerful and 
their sales more profitable. 44 


close 


I think you’re on the right track, but 
let’s work on it a little more. 
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You Can’t Always Say 
Tin Before you Say 
‘Can’ Now 


After playing the fairy godmother 
part in glamorizing a vast variety of 
containers in recent years, the 
packaging field has now waved its 
wand over the “old reliable” can. 

And first results in this program 
prove the old “tin can” doesn’t have 
to be tin any more, since the newest 
models are coming out in bright 
and shiny aluminum. 


> Produced by Kaiser Aluminum & 
Chemical Corp. after approximately 
six years of research, these new 
cans are the result of a newly per- 
fected fabricating technique. 

The technique — a deep draw 
process — enables the production 
of a seamless can body and bottom 
in one piece and in one operation. 
This container construction, plus the 
physical properties of the aluminum 
material, result in three advan- 
tages that break down into the fol- 
lowing: 


1. Protection . . Lack of seams 
and aluminum’s resistance to mois- 
ture make the Kaiser can imper- 
vious to: 

® rusting 

® corrosion 

e leaking 

@ discoloration 
e “sparking” 


2. Merchandising . . The value of 
the cans in the retailer’s eyes is 
obvious when the following advan- 
tages are considered: 

© good stacking and shelf appear- 
ance 

e better adhesion ability for inks or 
wraparounds 

® greater variety in openings and 
closures 

e additional versatility in container 
reusability 


3. Economy .. While Kaiser ad- 
mits to a higher unit cost in some 
instances, the company can still 
point to a number of cost-saving 
benefits including: 

® equipment flexibility 

@ finish coat elimination 

@ lighter shipping weight 

® increased packing speed 


>’ Commercial prototype can-mak- 
ing facilities have been installed at 
the Kaiser container plant in Wa- 
natah, Ind. An initial order of 5,500, 
000 cans for the Kraft Foods Divi- 
sion of National Dairy Products 
Corp. for Kraft’s grated cheese 
marked the first time aluminum 
food cans were manufactured com- 


mercially on a _ large production 
basis in the United States. 

The same equipment was used to 
fill a seamless two-piece container 
order for Air Reduction Sales Co. 
to package stainless steel electrodes 
used in industrial welding. 4 


Self-Sticking Felt 
Pre-Cut for Speed 


Pressure-sensitive felt, pre-cut in 
a wide variety of shapes and sizes 
has been introduced by W. H. Brady 
Co., Milwaukee. 

The “Quik-Felt” units are 
mounted on special cards for easy 
dispensing and adhere to glass, ce- 
ramic, wood, metal and plastics with 
no more than fingertip pressure. 

Suggested applications include 
packaging protection, dust-sealers, 
and thermal barriers to keep high 
temperatures from reaching heat- 
sensitive equipment. 

The felt pieces are available in 
standard circles, rectangles, squares 
and strips as well as custom-or- 
dered special sizes, widths and 
shapes. 

Samples are available. 


. . » for more details circle 327, page 105 


Booklet Outlines Facts 
On Trademark Question 


Offering clear-cut facts in a well- 
organized manner, a useful booklet 
detailing specific information on the 
sometimes bewildering trademark 
question is offered by the United 
States Trademark Assn., New York. 

Entitled “What should You Know 
About USTA?” the booklet starts 
out with a definition of a trademark 
and goes on to list the benefits, reg- 
istration facts, fact-file facilities, 
plus the history of the association 
and the work it is doing. 

The back section of the booklet 
discusses the advantages to be 
gained by joining the Association. 


. . . for more details circle 328, page 105 


Booklet Details Methods 
In Porcelain Enamel 


A booklet that discusses the ori- 
gin, development and use of porce- 
lain enamel has been released by 
the Erie Ceramic Arts Co., Erie, Pa. 

Illustrated with humorous car- 
toon drawings, the booklet explains 
a number of porcelain enamel 
methods and also defines trade 
terms. 

The back section of the booklet 
outlines the uses of porcelain 
enamel in modern-day industry. 
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AR’s European correspondent 
gives an on-the-spot report on 
how Pond’s utilized the glamor 
and high fashion of the French 
capital for a series of interna- 
tional television commercials. 


By Maurice Bensoussan 


As any bachelor knows, the busi- 
ness of using the same “line” on 
different types of women can be a 
tricky and unrewarding proposition. 

So when Pond’s Inc. decided to 
promote its line of cosmetics to 
women in five different continents 
with the same filmed commercials, 
wise advertising heads were hastily 
put together to find some common 
denominator that would appeal to 
all of these women, no matter how 
different their backgrounds. 

Submitting a scenario to 15 lead- 
ing film producers in Brussels, Lon- 
don, Milan, Rome, Paris etc., the J. 
Walter Thompson Co., in charge of 
the project, found its producer and 
common denominator in a single 
choice by awarding Les Films Re- 
mont, Parisian film producers, the 
job. 


> While this film company was 10% 
higher than some of the others, J. 


Walter Thompson chose it because 

of its experience in short films, the 

many awards it had won for its 

clients, and — most important of all 
its nationality and location. 

This last point was considered 
the campaign's common denom- 
inator factor. The world-wide repu- 
tation of Parisian women for charm 
and chic would give the films an 
appeal they would not have if made 
in any of the other countries, rea- 
soned the agency. 

Action of the films used famous 
Parisian scenes as backgrounds and 
was carefully planned to sink the 
following points in the 
minds in this order: 


viewer's 


@ Paris 
e Charm 
@ Pond’s 


The scenarios were simple, de- 
veloped logically, and — boiled 
down to one sentence — subtly 
pointed out, “She’s having a won- 
derful time because she knows she 
looks well after using Pond’s.” 


> Working together, Don Widlund, 
head of J. Walter Thompson’s inter- 
national film department, and M. 
Dimka, Les Films Remont, prepared 
nine different scripts with each 
promoting the qualities of one or a 
group of Pond’s products. Typical 
were the following: 


e Action takes place at the “Stirrup 


Club,’ Parisian society’s famous 
saddle-club in the Bois de Boulogne. 
First prize in the jumping race is 
given to a lovely young miss who 
receives much attention from the 
public and judges because her ap- 
pearance has not been spoiled even 
though she has just been through 
an extremely rough competition. 


She is serene, lovely and composed 
because she was sure her Pond’s 
makeup would last throughout the 
competition. 


@ Action is at the Paris airport. A 
helicopter lands (chosen because of 
its novelty appeal in many coun- 
tries) and among the people waiting 
a lovely, but worried, lady is watch- 
ing the passengers walk down the 
ramp. Suddenly her face lights up 


Shooting on the Seine Authentic 
Parisian backgrounds borrowed glamor 
from the glamorous city. 
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as a certain man appears. Later ac- 
tion in the film shows the couple in 
one of Paris’s most chic restaurants, 
the “Tour D’Argent.” The lady is 
gowned in a “robe du soir” as only 
Paris can produce. The fact that 
she complements this gown because 
of her everyday use of Pond’s is 
brought out in the film. 


While the other scenarios are 
similar in mood, the scenery changes 
to a number of Parisian scenes in- 
cluding: 


@ The Seine on a boat 
@ Famous Paris monuments 


e A glamorous ball at the “West 
Point of France,” St. Cyr 


> Each film starred a_ different 
beauty and special Parisian touches 


were supplied by the following: 


@® Gowns by Christian Dior, Lan- 
vin-Catillo, Carven, Dresses, Bal- 
main, etc., designed especially for 
the lady who would wear them. 


® Careful selection of accessories 
including shoes, bags, jewels, etc., 
from famous companies. 


® Parisian coiffures from the city’s 
most famous hairdressers. 


The aim behind this selective and 
high-glamor use of jewels, gowns, 
coiffures, etc., was to identify — 
down to the last detail — Pond’s 
cosmetics with “the best,” as a 
woman sees it. 


> Actual production of the films 
brought forth a number of problems 
in the shooting. For one thing, it 
was decided that each film was to 
have a set of six original color 


Bevy of Beauties... 
Parisian models, 
costumes and coiffures 
lend fascination to 
women everywhere. 
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Script Conference . . . Over an aperitif, 
Charles Quigly, Pond’s international ad- 
vertising manager, and Don Widlund, J. 
Walter Thompson Co., discuss scripts. 


negatives and for those countries 
with commercial tv, a set of two 
original negatives. This necessitated 
the shooting of each scene at least 
six times, and sometimes eight. 

When re-shooting (in cases of less 
than perfection) was done on some 
of these scenes, the actual retake 
sometimes mounted up to 20 times 
per scene. 

Also, since these films showed 
actual Pond’s products in _ use, 
Charles Quigly, advertising man- 
ager of the company’s international 
division, was called to Paris to assist 
in the following shooting problems: 


e Package Design . . . Since Pond’s 
products are not packaged exactly 
the same the world over, every new 
shot for a new negative needed 
special care to see that the right 
powder box, jar or bottle was used 
for the country viewing the film. 


e Product Use Because of 


Pond’s advertising instructions for 
the proper use of the cosmetics, the 
girls in the films had to be taught to 
use the products exactly as specified 
by the company. Another reason for 
great care in this direction was the 
educational value the films offered 
to women in countries such as Syria, 
Lebanon, etc., where modern make- 
up is little known. 


Other “Pond’s for quality” details 
in the film included: 


e The use of Eastman color film 


@ Especially composed music by 
Antoine Duhamel, son of Georges 
Duhamel, the renowned author. 


@ Authentic sound tracks with the 
narrative spoken by a resident of 
the country to view the film. 


>» Far-reaching and far-flung — 
solidified by the powerful influence 
of women’s obeisance to Parisian 
glamor — the Pond’s films have 
been shown to wistful would-be 
beauties in Australia, New Zealand, 
South Africa, the Middle East, 
Latin America, and Europe by 
branches of J. Walter Thompson or 
their representatives in cooperation 
with local distributors of Pond’s 
products. 44 


Service Boosts TV Use 
Of Industrial Films 


The possibility of increased show- 
ings of industrial-produced films on 
home tv programs is outlined in the 
“Modern TV _ Digests” brochure 
from Modern Talking Picture Serv- 
ice Inc., New York. 

If accepted for this service, the in- 
dustrial film is edited specifically 
for tv use, then incorporated into 
one of the regular Modern TV Di- 
gests series. 

These Digests are ordered by the 
stations on a regular 13, 26, 39 or 
52 week basis, and each weekly film 
in each series is made up of three 
short featurettes from three differ- 
ent sponsors. 

Program make-up is arranged by 
Modern Talking Picture Service so 
the three participating segments are 
not in conflict. Titling of each series 
is related to the entire program 
content. 

Themes for the tv series can 
range from travel, to home prod- 
ucts, to industry documentaries, ete. 

Complete details for subscription 


to the service are included in the 
brochure. 


- .+ for more details circle 333, page 105 
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* CLOSED CIRCUIT 
TELEVISION 


The final installment of our 
series on this important new 
technique tells how it has been 
used to merchandise standard 
programs as well as for internal 
company purposes. 


Merchandising Broadcast TV 
Programs by Closed Circuit . . 
By 1955 the effectiveness of televi- 
sion in selling merchandise was so 
well-established that broadcasting 
companies naturally concluded it 
could also sell television programs. 
The National Broadcasting Co. set 
up a department under the name of 
TeleSales to prepare closed circuit 
telecasts that would help the client 
complete his sales program by using 
NBC resources to make the most of 
his television sponsorship. This last 
phrase has been emphasized because 
so far it has been the policy of the 
company to handle closed circuit 
telecasts only for sponsors (or pro- 
spective sponsors) of television pro- 


grams carried by the NBC network. 

CBS has adopted a similar policy, 
but the American Broadcasting Co., 
while it has a special department to 
handle closed circuit telecasts, 
differs from the other two networks 
in that it takes all comers, clients or 
prospective clients. 


> An example of the use of closed 
circuit tv to sell a broadcast televi- 
sion program is the closed telecast 
by which Dow Chemical and NBC 
publicized Dow’s sponsorship of the 
program, Medic. A full-hour pro- 
gram featuring the first Medic show 
was piped into 80 NBC stations 
across the country, and to hotels in 
New York City, Detroit, Atlanta, 
Kansas City and Los Angeles. An 
additional half-hour was beamed 
exclusively to the hotels where 
about 300 representatives of food 
brokerages handling Dow’s Saran 
Wrap were gathered for a nation- 
wide sales meeting. 

Reports indicated that brokers 
showed tremendous enthusiasm for 
the promotional push Medic would 
give sales. At the preview, which 
was emceed by the president of 
NBC, and attended by 1,500 people 


PART Ill 


representing the press, tv station 
managers and medical authorities, 
the first Medic film was shown, and 
appearances were made by Robert 
Sarnoff, then vice-president of RCA, 
the presidents of Dow Chemical, 
the Los Angeles County Medical 
Assn., etc. 

Closed circuit telecasts in color 
arranged by NBC to help clients sell 
programs they were sponsoring on 
the network, include that for Arm- 
strong Cork, mentioned earlier, and 
others set up for American Radiator 
& Standard Sanitary, Cluett Pea- 
body, etc. 


> CBS furnished similar services to 
the Westinghouse Electric Corp., 
which sponsored the telecasts of the 
political conventions at Chicago and 
San Francisco in 1956 over the CBS 
network. This $5,000,000 radio and 
television package was the spring- 
board from which the corporation’s 


consumer products divisions 


This article is taken from “Closed Cir- 
cuit TV System Planning.” by Mayers 
and Chipp, an 8!/.xll” hard-bound 
book published by John F. Rider, N. Y. 
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CHECK LIST FOR 


Catalo 


Give your customers the kind of catalog 
they /ike to use. Give them the kind they 
like to look at. 


Make your catalogs: 


LOOSE-LEAF 


easy to add or remove pages 


DURABLE 


to stand handling 


FLAT STACKING 


for neat desk piles 


FLAT OPENING 


easier handling, easier reading 


EXPANDABLE 


for adding new pages 


ECONOMICAL 
quantities cost less 


ACCOPRESS BINDERS for your cata- 
log covers give you every feature for 
more ‘‘Sell’’—plus all the appeal you can 
add with color, embossing or printing. 
Write us, or ask your stationer to 
show you the complete Acco line for 
keeping papers together in every 
department of your business. 


ACCOBIND folders 
ACCOPRESS binders 


PIN-PRONG binders 
(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 


Ogdensburg, New York 


In Canada: Acco Canadian Co., Ltd., Toronto 
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launched what the company de- 
scribed as “the most comprehensive 
merchandising campaign in their 
history.” 

A closed circuit telecast originat- 
ing in New York and including 56 
CBS-tv stations was set up to per- 
mit Westinghouse’s top manage- 
ment to explain to distributors and 
their salesmen the operation of 
“Dealer Rally Week,’ which was 
designed to integrate distributor- 
dealer organizations tightly into the 
campaign, and to help individual 
dealers take full advantage of all 
sales possibilities available to them. 


> Early in 1956, the advertising 
agency of Batten, Barton, Durstine 
& Osborn held a nationwide meet- 
ing which was attended by 1,900 
employes in nine cities, and none of 
them left home. Not a penny was 
spent for travel or subsistence and 
no employe lost time out of his 
home territory. The miracle of 
closed circuit tv enabled these em- 
ployes to sit in on a “home office” 
meeting at the Hotel Roosevelt in 
New York City. It made it possible 
for many of them to obtain their 
first glimpse of the agency’s top 
brass, who proceeded to tell them 
“What’s New at BBDO.” 

Bruce Barton, chairman of 
BBDO’s board of directors, talking 
about closed circuit television said, 
“I think it’s just wonderful. It gives 
all our people a chance to see Ben 
Duffy, our president, and the rest 
of us whom they have heard about 
but never met.” 

Equally enthusiastic, president 
Duffy said “We’re using this (tele- 
cast) as an additional means of 
keeping everyone in the agency in- 
formed of the newest things we're 
doing for (our) clients.” 


> Another example of top manage- 
ment’s use of closed circuit televi- 
sion to communicate simultaneously 
with widely dispersed managerial 
groups was provided in March, 1956, 
when the Grand Union Co. staged a 
one-hour “meeting” between head- 
quarters executives and the food 
chain’s 3,000 store and department 
managers who were holding their 
annual meetings in New York City, 
Albany, Syracuse and Washington. 

During the discussion, the com- 
pany’s plans for the next five years 
were outlined to personnel viewing 
the telecast at the various reception 
points. To develop a round-table 
atmosphere, use was made of two- 
way audio which permitted selected 
individuals at the various reception 
points to participate in the discus- 
sion. 

The addition of this feature added 
greatly to the impact of the telecast, 


stressing its immediacy, as 
trasted to the impression of a 
“canned program” which results 
when a similar message is filmed for 
delayed presentation. 


con- 


>» General Electric’s Housewares and 
Radio Receiver Division found the 
combination of closed circuit tv and 
two-way audio very useful in pre- 
senting the facts about a new pric- 
ing policy to regional sales man- 
agers across the country. During the 
first phase of the telecast, originat- 
ing in a New York television studio 
and received in 15 cities from coast 
to coast, the division vice-president 
explained the new policy, support- 
ing his presentation by visual mate- 
rial illustrating the products af- 
fected. 

At the conclusion of this talk, 
which lasted half-an-hour, there 
was an intermission of an hour for 
local meeting discussion. Subse- 
quently, each regional office was 
given an opportunity to ask ques- 
tions and comment on the new pol- 
icy. Questions and comments were 
heard at all reception points and 
the originating studio, as were, of 
course, the answers by the vice- 
president and his staff. 

As the purpose of this telecast 
was to discuss a difficult competi- 
tive situation, strict security was a 
very important consideration. The 
privacy afforded by closed circuit tv 
was essential. Resistance had been 
anticipated, but two-way audio pro- 
vided the opportunity to discuss and 
eliminate objections before they as- 
sumed serious proportions. 


> It is somewhat to be expected that 
organizations in advertising and 
electronics, such as BBDO and GE, 
would be among the first to use 
closed circuit television as a medi- 
um of communication for top man- 
agement. But the success the medi- 
um has achieved in a relatively 
short period is perhaps more con- 
vincingly evidenced in its adoption 


You sure you’re working? 





by a conservative insurance com- 
pany. 

Early in 1955 the former Farm 
Bureau Insurance Co. wished to in- 
form its agents in its 13 eastern 
states operating territory, of an im- 
pending change in the name of the 
company to Nationwide Insurance 
Co. A closed circuit telecast, orig- 
inating in a Columbus television 
studio and transmitted to 21 theaters 
and one school auditorium, was set 
up to break the news and to show, 
with the help of effective visual aids, 
why the expansion of the company’s 
business made the change of name 
desirable. 

The cast included the president of 
the company, a director and six 
vice-presidents. The president, Mur- 
ray D. Lincoln, explained that the 
selection of closed circuit tv for the 
purpose was partially influenced by 
an incident which brought home to 
him the fact that employes in the 
company’s home building did not 
know him by sight. It followed, 
therefore, that to many of the com- 
pany’s agents in the field, he was 
also just a name, and he felt it was 
very important that he and other 
officers of the company should be- 
come better known among the com- 
pany’s representatives. A one-hour 
telecast achieved an objective which, 
by other methods, would have been 
more costly in both time and money. 


> United States Steel is another of 
the nation’s industrial giants which 
was quick to appreciate the value 
of closed circuit tv as a means of 
communication between top man- 
agement and employes. While the 
corporation has always taken pride 
in the remarkable safety record es- 
tablished by its plants and mills, it 
has been constantly striving to do an 
even better job of reducing the ac- 
cident rate. 

U.S. Steel, through its safety di- 
vision, contemplated the organiza- 
tion of a safety caravan including 
displays, talks by executives, etc., 
which would tour each plant loca- 
tion. It was realized, however, that 
this would tie up busy top personnel 
whose “in person” participation 
would be needed to give maximum 
impact to the project. 

As another possibility, they raised 
with BBDO the merits of using 
closed circuit tv. Since (as dis- 
cussed previously) the advertising 
agency had used the medium itself, 
it is not surprising that they recom- 
mended it for the purpose U. S. 
Steel had in mind. The flexibility of 
the medium, which would permit 
them to reach all desired locations 
simultaneously, and at the same 
time make it possible for company 
officials to participate in the pro- 
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Signs on which you settle 
alas, they're not insurable. 
So have ‘em made of metal 
Metal signs are durable! 


DURABLE «- ji-1:: 


sales message with life in 
stays new years longer on 
metal sign. 


American Art Works .. . larg- 
est manufacturer of metal 
signs . . . has spent 69 years 
eiving national advertisers 
signs that are sales-worthy. 
color-worthy, and weather- 
worthy. 


The durable 
answer lo every 
metal sign need 


AMERICAN 
ART WORKS 


Plant: American Art Works. Coshocton. Ohio 
Executive Offices: 711 Fifth Ave. N. Y. 22. N.Y. 


than any other publication. 
If you sell advertising 
REACHES services, materials and 
MORE equipment to or through 
ADVERTISING agencies, your ad in AR 
AGENCIES will reach the top in 
response. 


ADVERTISING REQUIREMENTS 
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PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD 


The pad that has big 5 x 7 
video panels that enable § 
you to make man-sized TV 
visuals. Perforated video 
and audio segments on gray 
background. 


No. 72C—Pad Size 14x17” 
(50 Sheets—4 Segments on Sheet) 
No. 72 E—Pocket Size 6% x 814” 
(50 Sheets—1! Segment on Sheet) 


Tomkins TELEPAD 


Most popular TV visual pad 
with 2%:x4"” video and 
audio panels on gray back- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 

(50 Sheets—1!2 panels on Sheet) 
No. 72B—Pocket Size 8 x 18” 

(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 


Sensational new paper for 
TV artists. Makes an ordin- 
ary pencil line vivid and 
colors just pop! Write for 
sample. 


FREE SAMPLES 
FOR THE ASKING! 


Write on your letterhead for 
200-page catalog of art sup- 
plies. ‘‘An Encyclopedia of 
Artists Materials'’. 


sali St ate 


eS SO hee ee 





SAMPLE KIT OF 


CLIP 
BOOKS 


Clip a dollar (currency 
check, stamps) to your let- 
terhead, get world’s biggest 
bargain in ready-to-use art. 
Generous samples of fa- 
mous “CLIP BOOKS OF LINE 
ART’ plus exciting, new 
“ART DIRECTOR'S CLIP KIT” 
—the complete art, lettering 
Enough 
art for dozens of news- 
papers or trade paper ads, 
circulars, bulletins, house 
organs, direct mail. 





and idea service. 


DOUBLE-MONEY-BACK 
GUARANTEE 

Return samples in ten days 
for two dollar refund if not 
delighted. Or apply as two 
dollar credit on future pur- 
chases. No obligation. No 
salesmen will call. Send 
today! 


HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 
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gram no matter where they were so 
long as they could get to a television 
studio at the desired air time, ap- 
pealed to the company. 

It was decided to set up a closed 
circuit telecast having its primary 
origin at an auditorium in Pitts- 
burgh, and a secondary origin at a 
television studio in New York City. 
This extra facility was necessary 
because the date of the telecast, 
June 20, 1956, coincided with labor 
negotiations requiring the com- 
pany’s president to be in New York. 

By this arrangement, he could 
fulfill his schedule in New York and 
take advantage of closed circuit tv 
to bring viewers up to date on 
negotiations that had _ transpired 
only a few hours before. The pro- 
gram, transmitted to 14 theaters, 
opera houses and auditoriums, was 
viewed by more than 20,000 U. S. 
Steel employes and their families. 


A special feature of this program 
was the decision to incorporate a 
previously prepared color movie on 
plant safety into the body of the 
one-hour closed circuit show. Since 
at the time there was not enough 
large-screen color equipment avail- 
able, and since the effectiveness of 
the color picture would have been 
lost if shown over the system in 
black-and-white, separate prints of 
the movie were run on projectors 
at each location. The filmed se- 
quence was skillfully coordinated 
with the live program. 


> The telecast was received with 
great enthusiasm at all locations 
and its value proved by many fol- 
low-up calls and telegrams. The 
agency states, “This was Steel’s first 
venture into closed circuit (tv) and, 
judging from their comments, it will 
not be its last.” 44 





Do-It-Yourself Promotion .. . 


Home-Made Rickshaw Promotes 
TV Program in Philadelphia 


By H. Taylor Vaden 
WCAU-TV Promotion Director 
Philadelphia 


When WCAU-TV, Philadelphia, 
recently premiered The New Ad- 
ventures of Charlie Chan, we had 
an idea and a problem. Rather than 
play up aé_ second-best “Charlie 
Chan” character to walk the streets 
promoting our new series, we de- 
cided to use a teaser in the form of 
a rickshaw which would be drawn 
through the streets of downtown 
Philadelphia at peak traffic hours. 

Now Philadelphia is known to 
have many things, but a real live 
rickshaw just wasn’t among them. 
That didn’t stop us. We immediately 
wired Stanley Warner at Warner 
Brothers in Hollywood for a picture 
of a rickshaw as used in the 
“Charlie Chan” series. 

Then the real work began. First 
we went to John Ferlaine, WCAU’s 
art director, who, from the original 
picture, worked out several detailed 


Who Would Guess? . 

Life-size rickshaw § 

was made from an old "7 _ 4 
sleigh, bicycle fenders, —— 

office armchair, paper _ 

mache, etc., etc., etc. 


sketches. These in turn were passed 
along to the station’s Scenic Dept. 
Here, under the direction of Chuck 
Wells, WCAU-TV began the 
tion” of its own rickshaw. 
From aé potpourri of materials 
gathered from the station cabinets— 
a part of a busted wheel chair, an 
office armchair, shafts from an old 
sleigh, bicycle fenders, a roof made 
of paper mache and muslin — Wells 
built a handsome life-size black and 
red rickshaw complete with gold 
Chinese symbols and a 10c horn. 
For little or no money and a total 
of less than three day’s_ time, 
WCAU-TV had an original “Charlie 
Chan” trademark. It was so success- 
fully accepted on the streets of 
Philadelphia, we expanded our 
“coverage.” The rickshaw and its 
“driver” were exported to Wilming- 
ton, Del., Camden and _ Trenton, 
N. J., and Reading, Pa., to cover 


“erea- 


these points in our four-state area. 
44 









Photography and Type C print: 
TONI FICALORA 


for Beechnut Packing Company 


Agency: Kenyon & Eckhart 


Everyone knows 


Type C Prints reproduce magnificently. 
But remember, too, that the negatives 
from which they are made are the sources 
of everything photographic—color 
transparencies, color prints, and black- 
and-whites by the yard, foot, or inch. 

A color negative in the art file is 


money in the illustration bank. 


EASTMAN KODAK COMPANY + ROCHESTER 4, NEW YORK 
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Major Sales Problem 


Make your products easier to buy...to sell...and to use—and 
you'll automatically increase your sales, cut your selling costs, 
and add to your profits! 

That’s why thousands of the shrewdest business leaders have 
mechanized their selling with Perrygraf Slide-Charts...the 
simple, accurate, efficient, inexpensive sales tools which per- 
form 14 important steps in selling your products and keeping 
them sold. 

Perrvgraf, founder of the slide-chart industry, handles the 
job from original idea through desi production and assem- 
bly. Every step is precison-controlled...every Perrygraf Slide- 
Chart is custom-built to serve you and your customers. 

You get all the facts in Perrygraf’s new Idea Starter Kit 
without any obligation. Write (on your business letterhead, 
please 


to Perrygraf. Do it today! 


Now...learn how this idea has helped these companies 
serve more customers better 


General Motors 
Armstrong Cork 
Goodrich 
Goodyear 
Firestone 

AT&T 
Prudential 
Stewart-Warner 
Fuller Brush 


Ford Motor Co. 
Hartford Accident 
Aetna Insurance 
Monarch Mfg. 
Standard Oil 
General Electric 
Chain Belt 
LeTourneau 
Yale & Towne 
Railway Express U. S. Rubber 
Hotpoint Western Union 
Swift American Brass 
Libbey-Owens-Ford Allis-Chalmers 


Chrysler Corp. 
United States Steel 
Bethlehem Steel 
Republic Steel 
Westinghouse 
Sundstrand 
Jefferson Electric 
Gleem Toothpaste 
TWA 

Bendix 

Fansteel 

Celanese 

United Airlines 


Motorola Minneapolis Honeywell Cities Service 


.».and many, many others 


PERRYGRAF CORPORATION 


O41 


A-38 —150 S. Barrington Ave.—Los Angeles 49, Calif. 
A-38 —1500 W. Madison St.—Maywood, Ill. 


Sales offices in major cities... 
consult your telephone directory 


PERRYGRAF 


SLIDE-CHARTS 


Quick Facts for Stronger, 
Founders of the slide-chart industry... 


Simpler Selling 
over 6000 copyrighted designs 
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slide charts 


Tested Sales Techniques 
that will Aclp vou 


Here’s What You Get - 
No Cost, No Obligation ! 


1 Colorful file-folder Idea Starter Kit. 


2 ‘Tested Ideas for Profitable Selling’ 
—colorful new 36-page booklet by 
Lester E. Perry, president of 

Perrygraf Corp. and inventor of the 
slide-chart idea. 136 actual case 
histories of successful applications of 
slide-charts by America’s leading 
industries. 


3 Hand-picked slide-charts—actual 
samples used by some of the leading 
companies in your industry. 


4 Perrygraf's Problem Statement 
sheet—to help you define what you 
want your slide-chart to do for you. 


Send for your FREE 
Idea Starter Kit Today! 





When an advertising tool 
triples in volume in a few 
it’s worth 
This 


will help you realize the 


years, looking 


into. special report 


potentials of this ingenious 


sales tool. 


By Robert B. Konikow 
AR Managing Editor 


One of advertising’s post-war 
phenomena is the growth of the 
printed calculator. Yet although 
there are millions of these little de- 
vices in circulation, the name it- 
self is not entirely descriptive of the 
device. But since no better generic 
name has been developed, it will 
have to do. 

Whether the name is descriptive 
or not, there is no question that the 
printed calculator is doing a man- 
sized job in advertising, public re- 
lations, building good will, serving 
as a guide through a complex cata- 
log, making sales easier, and many 
other tasks of sales promotion. So 
varied have been its uses, so wide 
the problems which it has handled, 


that it is the rare advertising man 
who, at one time or another, ought 
not to seriously consider the use of 
a printed calculator. 


> To make perfectly clear what we 
are talking about, let us try to give 
a definition. A printed calculator 
is a device which, through the 
manipulation of discs or slides, is 
able to handle a large amount of 
data in a simple and unconfusing 
manner. 

Within this broad definition, the 
calculator can vary widely. 


e In materials, it is either a plastic- 
coated cardboard or of vinyl plas- 
tic, or sometimes a combination of 
the two. 


@ In size, it varies from a vest- 
pocket 2x2” to the largest in AR’s 
collection, a good 8x10”. 


@ In shape, the vast 
rectangular or circular, 
occasional special shape. 


bulk are 


with an 


e In function, they can be assigned 
to one of three categories. They se- 
lect data, they compute, or they 
demonstrate. 


> These three categories deserve a 
somewhat fuller explanation. One of 
the most common uses of printed 
calculators is to present, in an or- 


derly fashion, the desired data from 
a bulky table. 

This can be very simple, barely 
more complicated than laying a 
ruler across a line in a large table 
of figures to make sure the eye 
picks up corresponding figures. Ex- 
cept that the calculator has win- 
dows in its upper surface, through 
which the figures, printed on the 
slide can be read. When the slide 
is set to meet the primary factors, 
the figures can be read easily and 
correctly, since only the pertinent 
figures are visible through the 
windows. 


>» Others serve as calculators. Data 
is fed into them in a_ systematic 
way, and the calculator performs 
certain multiplications and_ addi- 
tions, working in constants as re- 
quired. These can be quite compli- 
cated in appearance, but they are 
all variations of the fairly familiar 
slide rule, with scales that are 
adapted to the specific problem to 
be solved. The simplest, like de- 
vices to determine the reductions 
or enlargements of photographs, 
are very simple, with no more than 
a single scale and a pair of movable 
hairlines. On the other hand, some 
can be very complicated, like those 
devised to aid navigational com- 
putation, to figure out the ballistics 
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AIM FOR THE MOON 


PERFECT ENGRAVINGS ARE 
YOUR BEST AMMUNITION 
WHEN SHOOTING 
FOR THE MOON. 
USE DOT ENGRAVERS 
FOR THE VERY BEST. 
BLACK AND WHITE, 
AND COLOR. 

Did Engravers, Jue. 


600 W “VAN BUREN ST 
CHICAGO 7, STATE 2-5367 


* U.S. Pat. 2480917 


CLAREPORT. 
REPORT COVERS 


WITH THE /ranspatont FRONT 


- make a ‘‘show window’’ for more effective 
presentations, reports, catalogs, surveys, etc. 


Clareport Regular has a clear acetate front 


and a back of Strathmore Beau Brilliant | 


cover stock—choice of 9 smart colors. 
Send for FREE SAMPLES and prices now! 


Clareport Deluxe has a heavier acetate | 
front with a rugged simulated leather back | 


in 6 smart colors. Send 75¢ for sample. 


Both hold 11”x8//2” sheets (special sizes to order). 
¢ Belford specializes in stock and custom-made 
easel and presentation binders. Your problem 
solved quickly and inexpensively. 


Write Dept. AR—or Tel. PLaza 7-5950 


BELFORD Company, Inc. 


Binders for Advertiusu Jatt 


3138 West Gath Ste 
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Working Tool For 
gaging tube fittings 
(left). 


Tire Wear Calculator. 
For measuring tread 
wear (right). 


of a missile or the operating effi- 
ciency of a steam turbine. 


> The third type is quite different. 
Instead of presenting data of a nu- 
merical form, it demonstrates the 
operation of a device. Sometimes 
the use of a number of slides, com- 
bined with opaque and transparent 
sections, allows the calculator to 
show the internal movement of part 
of some machinery. It may also have 
internal linkages which show move- 
ment, in addition to the simple slid- 
ing or rotating of the other types 
of calculators. 


> Printed calculators are made by 
four major producers. In alphabeti- 
cal order, they are as follows: 


e J. B. Carroll Co., Carroll & Al- 
bany Sts., Chicago 

@ Graphic Calculator Co., 633 
Plymouth Court, Chicago 

@ Perrygraf Corp., Maywood, Ill. & 
Los Angeles 49, Cal. 

@ Whitehead & Hoag Co., Newark, 
N. J. 


Of these four, Graphic Calculator 
and Perrygraf make nothing but 
calculators, while the other two 
companies produce a wide variety of 
plastic and related’ advertising 
items. 

However, in end product, the cal- 
culators produced by any of the 
four are almost alike. While there 
are minor differences among the 
four, there seems to be no marked 
distinguishing mark. Selection of 
manufacturer will depend upon 
service, which includes ability to 
understand the problem, delivery 
schedule and cost. 

All four companies operate in 
roughly similar fashion. If you 
think you have a problem, each 
asks you to state your problem, 
how you expect to use the end 
product, give them the basic facts, 
whether this is a section of your 
catalog or a mathematical formula, 
and an idea of the quantity you may 
need. Based on this information, the 
designers will come up with a 
sketch, or more usually, a working 
model. On the basis of this, along 
with the price estimated for that 
model, you can place a firm order. 


While these are the major pro- 
ducers of calculators, it is possible 
for any printer to produce them. 
The cardboard ones require nothing 
more than printing, die-cutting and 
assembly with grommets. However, 
few printers without experience in 
the field can produce calculators 
efficiently. Except for the very 
simplest, the precision required is 
beyond their capacity to handle, and 
their costs in learning the most 
efficient assembly methods generally 
too high. Unless there are some 
dominating reasons, most users have 
found it pays to go to one of the 
organizations with a background in 
this specialized field. 


> How can you decide whether you 
can use a printed calculator? The 
most obvious criterion is the com- 
plexity of your data. When you 
must refer to long tables, packed 
with figures, a calculator’ will 
simplify your finding the correct 
figures. Or when it becomes neces- 
sary for a user of your catalog to 
leaf through a number of pages to 
find the item or items he needs. Or 
when your salesmen must perform 
the same kind of calculations over 
and over again in order to come 
up with the facts that are needed 
to clinch a sale. 

Yet, while complexity is obviously 
one criterion, this does not neces- 
sarily mean that simplicity rules out 
a calculator. For even though a 
calculator may be simple, ex- 
perience has shown that few ever 
get thrown away. Their very ap- 
pearance, their weight and body, 
are impressive, and so they are re- 
tained, serving as a constant re- 
minder of their donors. 

Quantity is another criterion. Ex- 
cept under very unusual circum- 
stances, none of the companies will 
accept an order for less than 1,000 
units. To be more accurate, the 
cost you will be quoted for 500 will 
seldom be lower than for 1,000, so 
you might as well count on order- 
ing the higher quantity. 


> There is another way in which 
printed calculators can be divided, 
and that is the way in which the 
data included relates to the com- 
pany. 





The first is where the data is re- 
lated to your products, and yours 
alone. A good example of this is 
where a calculator is used to re- 
place, or to work with, your cata- 
log. For example, it might be used 
to indicate which part numbers fit 
each separate automobile model. 

The second type has data re- 
lated to your product, very useful 
to those who use it, but pertinent 
to all brands in the field. An ex- 
ample of this is a calculator that 
indicates, for each electric motor, 
the sizes of accessory units—fuses, 
conduits, etc—that must be used. 
Or a calculator that translates auto- 
mobile loans into monthly payments. 
These benefit you because their 
value to the user ensures their 
continued handling, each time 
making him conscious of your im- 
printed name. 

Related to this is the stock cal- 
culator, of which there are a large 
number available. Here common 
data is included, and it falls very 
closely, in its handling and value, 
to the more common advertising 
specialty. Its value to the sponsor 
depends upon how closely it is re- 
lated, in subject matter and utility, 
to his sales promotion program. If it 
is just a gimmick, you can’t expect a 
great return. If, however, it is of 
real value to recipients, and if its 
use is related to the times when 
they are in the market for your 
product, even a stock calculator can 
be a valuable sales tool. The ad- 
vantage of the stock item is its low 
cost and the possibility of getting a 
small quantity. 


> To see how industry has been 
using printed calculators, let’s look 


prices Pan ooo soamo meer | * AIL ECTS 


FOR FURTHER INFORMATION 


Seven Ways to Help Salesmen Get 
More Orders . . . a booklet from Perry- 
graf illustrates a variety of printed cal- 
culators. An idea starter kit is also in- 
cluded. 

. . + for more details circle 316, page 105 


Graphic Proportion-Dial . Graphic 
Calculator Co. offers a calculator that 
sizes cuts for photos and other layout 
problems, along with descriptive mate- 


{ rial and a list of stock calculators. 
. .. for more details circle 317, page 105 


at a few specific case histories in 
some detail. 


Engineering Aid .. If you are 
going to sell heating and air condi- 
tioning equipment, you have to do 
a lot of figuring and computing. You 
need to know the room volume, the 
heat transmission factors of the 
walls, the difference between inside 
and outside temperatures, and other 
factors, to come up with the heat 
loss and then the size of the fixtures 
that are needed to handle this loss. 
Similar calculations are necessary 
for air conditioning and for ven- 
tilating ducts. 

To handle these computations 
swiftly and accurately, the Trane 
Co., LaCrosse, Wis., has a set of 
three calculators, by Graphic Cal- 
culator Co. Two of them are very 
general, with no reference to Trane 
equipment; the third specifies Trane 
radiators. 

These started out as an aid for 
salesmen specifying Trane equip- 
ment, but were so useful and so 
much in demand, that the volume 
required to fill the demands grew 
beyond Trane’s ability to handle. 


Engineering Aid .. . 
for computing duct 
factors (upper left) 


Catalog Supplement 
for finding prices 
quickly (upper right) 


Pricing Calculator . 
for figuring cost of 
lumber (below) 


How Graphic Calculator 
serves leading industries 


better home lighting 


The General Electric Home Light Con- 
ditioning Guide slide rule is the store 
salesman’s tool that teams with G.E.’s 
famous 32-page booklet, “See Your Home 
in a New Light?’ 

Custom-designed by GRAPHIC, this 
slide rule selector incorporates the whole 
contents of the booklet in easy, dra- 
matic form. It helps salesmen make pre- 
cise, authoritative recommendations in 
seconds. “Psychologically more effective 
than the booklet?’ says Harold H. Green 
of G.E. Large Lamp Department... 
“people who are using the “Guide” tell 
us that it is one of the most valuable 
sales aids we have produced?’ ; 

For hundreds of companies, GRAPH- 
IC visual aids have turned sales prob- 
lems into sales builders. GRAPHIC 
selectors help customers choose your 
product; demonstrators show your prod- 
uct’s advantages; visualizers and calcu- 
lators help make your product easier 
to use. Let us show you how a GRAPHIC 
DEVICE can solve your problem. With- 


out obligation, mail the coupon today. 


Show it...tell it... sell it 
with custom-designed 


CALCULATORS 
SELECTORS 
ey» DEMONSTRATORS 
Since 1934 VISUALIZERS 


GRAPHIC CALCULATOR CO.__ 


633 Plymouth Court, Dept. 8-58 — 
Chicago 5, Illinois n e 


A 
Graphic Calculator Co. — 


633 Plymouth Court, 
Dept. B-38, Chicago 5, Ill. 


Please send me free GRAPHIC sample, 
descriptive literature and name of nearest 
representative. 

My business is_ 

NAME____ 
COMPANY 
ADDRESS_ - . jn 
| —- ZONE___STATE 
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Tire Demonstrator 


The calculators were placed on sale, 
through Trane’s educational di- 
vision, at $1 each. They have proved 
to be very popular throughout the 
industry, as well as a teaching tool 
in engineering courses. The most 
popular of the three items is now 
selling at the rate of 7,500 to 10,000 
per year. 


Pricing Calculator . . Designed 
to meet a_ specific problem, this 
1234x434” device tells you, on a 
single setting, the price of a piece 
of lumber of any size, starting with 
the price of the wood per thousand 
board feet. Sold by the Lumber 
Dealers Merchandising Service, the 
calculator was devised by the com- 
pany’s agency, Harold C. Walker, 


and manufactured by Perrygraf. 


Its simple operation replaces the 
scribbling that had to be done by 
sales clerks in lumber yards. 


Tire Demonstrator . . Goodyear 
Tires found it difficult to explain 
to prospects just how its Captive- 
Air safety tire worked. They turned 
to Graphic Calculator Co. for a 
vivid demonstrator. Using slices of 
miniature tires, the salesman, by 
simply moving a lever, could show 
how the new tire differed from the 
traditional one. Small enough to fit 
in any briefcase, the cardboard and 
plastic device permitted an in-use 
demonstration of a_hard-to-show 
property. 


Tire Wear Calculator . . More 
than a calculator, this device, pre- 
pared for the Mansfield Tire & 
Rubber Co. by Perrygraf actually 
measures the depth of remaining 
tread. This slide is moved to the 
position corresponding to the par- 
ticular tire being measured. A lever 
causes a metal plunger to protrude. 
When the calculator is _ placed 
against the tread, with the plunger 
inserted in the groove, a red line 
on the scale indicates the percent- 
age of wear. A pocket device, it 
gives an objective and convincing 
measure of wear. 


In Today’s Battle For Men’s Minds... 
Our Greatest Weapon Is ree 


Your Dollars Bring Truth and Hope Behind the Iron Curtain 


In a scant few years, the spirit 
of millions of East Europeans 
may be broken by the never- 
ending avalanche of Red lies, 
restrictions and distortions. A 
great hope remains for them 
and for the free world: the 29 
powerful truth transmitters of 
Radio Free Europe. They 
broadcast the news as it really 
happens, destroy Red distor- 


tions, renew hope that freedom 
will one day return. But free- 
dom is not free. Your dollars 
are needed to help operate 
Radio Free Europe, pay for 
its supplies, announcers, polit- 
ical analysts . keep its 
transmitters on the air. Send 
your truth dollars today to 
Crusade for Freedom, care of 
your local Postmaster. 


FREEDOM IS NOT FREE! 


Your dollars are needed to keep RADIO FREE EUROPE on the air!” 


SEND YOUR TRUTH DOLLARS TO 


CRUSADE FOR FREEDOM 


CARE OF LOCAL POSTMASTER 
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Seven Reasons for Using 
Calculators 


The following points are taken 
from a booklet produced by the 
Perrygraf Co. 

. Build a cream prospect list. 

. Inject your product into more 

buying talks. 

. Put answers at the salesman’s 

fingertips. 

. Funnel demand to fewer styles 

and sizes. 

. Suggest related equipment. 

. Present the sales story graph- 

ically. 

. Make sure your product is used 

right. 


Catalog Supplement... A catalog 
is an expensive piece of literature, 
and price changes tend to make it 
obsolete rapidly. A way around this 
rapid obsolescence is to use a 
printed calculator, like the one pro- 
duced by J. B. Carroll Co. for the 
Chicago Steel Service Co., a whole- 
saler of steel. Each item is given a 
code number, and to obtain the 
price, the purchaser refers to a 
slide calculator, sets an arrow op- 
posite the code number. Through 
the window appears the price per 
100 pounds for each of the quantity 
breakdowns at the warehouse. 
When prices change, a new card- 
board insert can be printed, at com- 
paratively low cost, while the more 
expensive vinyl holder is still used. 


Working Tool . . An unusual cal- 
culator was developed for the Im- 
perial Brass Mfg. Co., Chicago, by 
Perrygraf. Designed for the man 
who works with tubing, it tells him 
what fittings go with the tubing he 
is measuring. As he adjusts the 
proper of the two gages to the tub- 
ing, the correct sizes of various 
fittings show through a window. Its 
cost is about one-tenth of the steel 
templet formerly used, and it has 
the additional advantages of light 
weight, small size and direct read- 
ing of fitting size. 44 


Newspaper Offers Report 
On ROP Color Conference 


Through the courtesy of the Chi- 
cago Daily News, a 32-page tabloid 
section, featuring reports on the 
second annual Newspaper ROP 
Color Conference held in Chicago 
last fall, has been made available. 

The section contains the complete 
text of both speeches and discus- 
sions. 

+» + for more details circle 326, page 105 
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Sunoco Display in 5 Colors 
Size: 42” x 20” 


PLASTIC DISPLAYS 
MoPar Era ltine 
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jEMGINEERED, BUILT, INSPECTED BY CHRYSLER CORPORATION | 


Chrysler Corporation Display 
Printed in 4 Colors 


Size: 20” x 12” Ai VERDADERO SABOR 


10JO! CAJETILLA MARAVILE 
es Now Only 


Philip Morris a in 4 Colors 
= xy gi 


Size: - x 13” 
FREE! 
Se ee SOR ae ees = ¢ 
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Plastic displays did a fine sales job for these outstanding advertisers because 

they are printed in glorious full color process. Became part of window, 

NOT an unsightly appendage. So novel...so new...so valuable looking it received 
instant dealer acceptance because the clear see-thru plastic does not block out 
daylight or obscure merchandise inside the window or store. USES...For stores, on 
windows, doors and inside walls...as a mobile or a shelf-talker...on merchandise, 
attached to appliances to sell at P.0.P....for gasoline pumps and outdoor truck sag ~— is” ; = 
signs (our plastic is absolutely weatherproof). EXCLUSIVE FEATURES OF TRANSPLASTIX...Other types of plastic signs 

are unsightly because they wrinkle. This clear plastic is guaranteed not to warp or curl. In full color or monotone. Any pictorial 
copy illustrated perfectly. Sizes up to 40”x54”. Quantities from 200 to a million. ECONOMY... Instead of planning an 
old fashioned display with expensive mounting and shipping cartons, you can buy a Transplastix 


for less money, rolled in a tube and delivered with lower mailing cost. ullman 


Write for information: a 


319 McKIBBIN STREET, BROOKLYN 6, N. Y.* HYACINTH 7-3700 
A division of The Ullman Company, Inc... Established 1888 
FOREMOST PRINTERS-IN PHOTOGELATIN AND GRAVURE PROCESSES...SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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Printed in 5 Colors 
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How to Bay 
Graphic Arts Materials 


Who is best equipped to buy graphic arts for your 
company? Here are some checklists of responsibilities 


and functions to help you decide for yourself. 


By Donald Davis 

Graphic Arts Purchasing 
Radio Corporation of America 
New York 


Before we answer how to buy 
graphic arts material, let's review 
who actually buys. The answer to 
this question varies throughout 
each industry. 

In some companies the purchasing 
department handles this function, 
while in many companies, the ad- 
vertising and merchandising de- 
partments contract for the finished 
products of their creative efforts. 
Still others have developed a sep- 
arate operating unit, not advertis- 
ing or purchasing, yet with buying 
authority and control. 

As a representative of a corporate 
purchasing department I will try 
to illuminate the arguments for each 
group handling the buying of this 
material. I hope my _ philosophy, 
which is based on an advertising 
production background, will help 


This article was taken from a presentation 
before a workshop of the Assn. of Natl. 
Advertisers. 
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make this an objective review. 


> Purchasing, as a corporate func- 
tion, has gained full stature and ex- 
tended responsibility only within 
the past 15 years. The old style 
clerical-type purchasing agent has 
been replaced with an efficient ex- 
ecutive well regarded on the man- 
agement team. In order to achieve 
its present eminence, Purchasing 
has had to demonstrate its ability 
to do a competent, complete buying 
job regardless of subject material. 

There is no denying that Pur- 
chasing has made tremendous con- 
tributions to the profits of today’s 
corporations. It found that there 
were special skills required for the 
systematic spending of money, and 
accordingly, trained personnel were 
acquired to carry out this function. 
The skilled purchasing man knows 
market conditions and knows where 
and when as well as how much to 
buy. 

Purchasing is now a specialized 
profession and it is for this reason 
that it is a separate individual func- 
tion in today’s corporation, govern- 
ment or institution. 


Purchasing recently published a 
letter to the editor in which the 
writer decried the fact that some 
companies’ permitted advertising 
and sales promotion departments to 
place orders for advertising ma- 
terials. Here is one paragraph from 
that letter that pretty well sums 
up the Purchasing viewpoint: 

“I contend that all = materials, 
whether they are off-the-shelf 
items, engineered products or ad- 
vertising pieces should be handled 
to a conclusion so far as purchase 
is concerned, by the purchasing 
department. The other  depart- 
ments should enter the picture only 
to the extent of making recommen- 
dations or lending technical as- 
sistance. Where special skill or 
knowledge is needed, an educational 
job is required to equip that de- 
partment for its responsibility.” 


> Advertising and Merchandising 
groups reason that since they are 
responsible for the results of their 
programs, they should have a free 
hand in the material procurement. 
They maintain, with some justifica- 
tion, that this material cannot be 
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Crilbert Papers 


NONE BUT THE FAIR DESERVES THE BRAVES. And beauty is but one of the SETTER 


advantages Gilbert papers give to business correspondence. Tub-sized, 


CONN 
air-dried, Gilbert papers have a rich cockle finish and permit neat oe 
erasures. Their cotton fibre content too, assures outstanding strength, L 


-ipe® 
permanence and a crispness not found in other papers. Ask your supplier. mi 


GILBERT PAPER COMPANY, MENASHA, WISCONSIN PAPE R Ss. 


A good letter is always better...written on a Gilbert Cotton Fibre Bond 
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judged by normal purchasing 
standards. The artistic and emo- 
tional appeals of artwork, photog- 
raphy and graphic design, all of 
which have a definite cost relation- 
ship, cannot be easily 
for value. 

Another point made by Advertis- 
ing is that efficiency in buying is 
usually reflected in additional ma- 
terial to strengthen their program 
rather than true dollar savings. 
Also, the purchaser of this material 
cannot be compared with a buyer 
of more easily defined materials for, 
where production items can be 
engineered and detailed in precise 
specifications, advertising reflects a 
creative person’s taste and is de- 
signed to achieve an emotional re- 
sponse; specifications are often 
fluid, sometimes even at the time 
the job is in work. 

Mechanical items requiring in- 
tense original purchasing research 
often get reordered on an identical 
basis for years with little effort 
other than price reviews, while an 
advertising piece is seldom re- 
peated in identical format after its 
original production. 


measured 


>» The third buying form, a specialist 
group, uses most of the argu- 
ments of both Purchasing and Ad- 
vertising-Merchandising. In _ addi- 


tion, existence apart from regular 
purchasing is justified by the 
fact that graphic arts usually 
has a difficult time competing for 
proper emphasis in a company 
where this specialty is just a mi- 
nute fragment of a purchasing de- 
partment’s total responsibility. 

Furthermore, graphic arts buyers 
require supervisors fully conversant 
with the techniques and mechanics 
of graphic arts. The buyer of this 
material, without proper super- 
vision, all too often develops into 
an unchallenged “expert” to the 
detriment of cost and efficiency. 
Even in decentralized companies, 
the obvious advantages of central- 
ized coordination and control give 
strength to the theory of a sep- 
arate specialized operation. 


> In a final analysis after consider- 
able review and visits to many com- 
panies, I personally believe any of 
the indicated operations can work 
efficiently and _ successfully, pro- 
vided we have four general areas 
of recognition: 


1. Graphic arts buying should not 
be controlled with the same detail 
used for general commodity pro- 
curement. 


2. We must have trained advertis- 
ing production specialists operating 


House Organs 
and Publishers 


We have 


SERVICE 


’round the clock 


LU aaiat 
RACE 
mY 


328 S. JEFFERSON STREET ° 


NORTHWESTERN 
PHOTO-ENGRAVING CO. 


CHICAGO 


STate 2-3939 
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in proper buying climates and with 
logical workloads. 


3. Graphic arts buyers are special- 
ists and must not be considered 
interchangeable with other com- 
modity buyers. 


4. Fully effective buying of graphic 
arts material can only be possible 
if the buyer introduces his think- 
ing in the idea stage and actually 
contributes to the specifications. 


> The reason that graphic arts pur- 
chasing needs special attention lies 
in the very nature of advertising 
itself. Effective advertising often 
owes its value to the unusual, and 
it is generally tailor-made to do 
a specific job. In our field, because 
of lack of precise specifications, the 
multitude of reproduction means 
available in a complex, developing 
industry, and the tremendous qual- 
ity variables in all the component 
parts, an effective buying function 
must begin in the creative area. 

I visualize a competent graphic 
arts buyer as the focal point in the 
creative triangle; the point where 
ideas, art and copy are refined to 
mechanical possibility and _ prac- 
ticality. This does not mean neces- 
sarily within a set group of format 
standards, because advertising 
printing buyers must recognize that 
advertising material need never be 
completely standardized for efficient 
production. 

Let’s not, however, cast complete 
disrepute on standards in the print- 
ing industry because they have a 
vital value, but I feel their worth 
has been somewhat over-empha- 
sized and creative production plan- 
ning underplayed. The range of pos- 
sibilities within standard printing 
papers and standard press equip- 
ment is tremendous and makes un- 
necessary iron-clad standards in 
format. 


> An individual responsible for 
graphic arts procurement must ex- 
ercise professional ingenuity to pro- 
duce within economic reality the 
most unusual advertising piece or 
device. The buyer naturally will 
depend upon a group of reliable 
suppliers for complete technical ad- 
vice when necessary, but let me re- 
emphasize that the true reflection 
of his accumulated knowledge must 
be imparted in the creative and 
formulative stages or else a fine 
idea may be aborted or final costs 
may be drastically inflated. 

Give the buyers a full range of 
responsibility, a logical workload, 
physical location in Advertising or 
in ready access to it, management 
awareness of the importance of the 


function, and we have a sound 





Swimsuit “Mermaid” by Rose Marie Reid—Setting by Botticelli 


Venus Reborn 


One glance tells you this is the swimsuit Venus might have worn had 
it been the fashion in her day. And a second look tells you that no 


woman in her right mind would dream of wearing last year’s bathing xford Pay y¢ MS 


suit after seeing this picture. Such is the power of printed advertising! 


Wherever you find outstanding printed advertising — in magazines, Stele Lid, Sales 


booklets or folders—you are apt to find Oxford Papers. The best 
printers and lithographers know them well. Do you? If not. call youn 
Oxford merchant or write our nearest office. 


OXFORD 
OXFORD PAPER COMPANY PANDAS 


230 Park Avenue. New York 17 *% 35 East Wacker Drive. Chicago 1 SSR TIE, 
PRINTING PAPERS FOR BOOKS, MAGAZINES, COMMERCIAL PRINTING, BUSINESS 


FORMS AND PACKAGING 





This insert is a sample 
of the offset results 
you can get on 


OXFORD 


a 
Planoflex Coated Offset 


OXFORD PAPER COMPANY 


RUMFORD. MAINE * WEST CARROLLTON, OHIO 


P LANOFLEX is one of Oxford’s three new coated offset 
papers. All rank high in brightness, opacity and appearance 
and have excellent dimensional stability. A new, exclusive 
coating formula gives them a level, polished surface with 
high pick-resistance for outstanding press results in mono- 
tone and full color. 


PLANOFLEX is a moderately priced, coated-two-sides offset paper with 
printing qualities comparable to higher priced offset enamels. Planoflex 
was developed especially for quality offset reproduction of booklets, cata- 
logs and other commercial printing in monotone and full color. It is 
suitable for varnish, lacquer and gloss inks. 


SWIFT RIVER is a low priced, coated-two-sides offset sheet approaching 
Planoflex in printing qualities and appearance. It is recommended for 
full color and black and white offset lithography, and like Planoflex, is 
suitable for varnish, lacquer and gloss inks. 


UNIFLEX CIS is a companion sheet to Planoflex in coated-one-side 
offset. It is equal to Planoflex in printing qualities and appearance. 
Uniflex was developed especially for the packaging field, for bottle, can 
and box labels, box liners, cigarette cups, display mountings, package 
wraps, window strips and other similar uses. Like Planoflex, it is suitable 
for varnish, lacquer and gloss inks. 


TWO VALUABLE AIDS: (/) The OXFORD PAPER SELECTOR CHART helps you select the 
right grade of paper for each job. (2) The OXFORD PAPER COST CALCULATOR quickly 
gives the exact cost per 1000 sheets for common weights and sizes of printing papers. 
Ask your nearby Oxford Merchant or write us direct. 


Nation-wide Service 


Through Oxford Merchants 


Albany, N.Y. . 
Asheville, N.C. . 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. . 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N.C. . 
Chicago, III. 


Cincinnati, Ohio 


Cleveland, Ohio 
Dallas, Texas 
Dayton, Ohio 

Des Moines, Iowa . 
Detroit, Mich. . 
Fresno, Calif. 
Gastonia, N.C. . 
Grand Rapids, Mich. 
Hartford, Conn. 


High Point, N. C. 

Indianapolis, Ind. . 
Kalamazoo, Mich. 
Kansas City, Mo. . 


Knoxville, Tenn. 
Little Rock, Ark. 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. . 


Manchester, N. H. 
Memphis, Tenn... . 
Milwaukee, Wis. . 


Minneapolis, Minn. . 
Nashville, Tenn. 
Newark, N. J. . 
New Haven, Conn. 
New Orleans, La. . 
New York, N. Y. 


Oakland, Calif. 

Omaha, Neb. . 
Pawtucket, R. I. 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Oregon 
Reno, Nevada 
Richmond, Va. 
Rochester, N. Y. . 
Sacramento, Calif. 
St. Louis, Mo. 


San Bernardino, Calif. 


San Diego, Calif. 


San Francisco, Calif. 


San Jose, Calif. 
Seattle, Wash. 
South Bend, Ind. . 
Spokane, Wash. . 
Springfield, Mass. 


Stockton, Calif. . 
Tacoma, Wash. 
Toledo, Ohio 
Tucson, Ariz. . 


Washington, D. C. 


Worcester, Mass. 
York, Pa. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York 17 & 35 East Wacker Drive, Chicago 1 


W. H. Smith Paper Corp. 

‘ Henley Paper Co. 

" Wyant & Sons Paper Co. 
Carter Rice Storrs & Bement 
The Mudge Paper Co. 


Wilcox-Walter- Furlong Paper Co. 


Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Franklin-Cowan Paper Co. 

; Henley Paper Co. 
Bermingham & Prosser Co. 
Bradner, Smith & Co. 
Marquette Paper Corporation 
Midland Paper Company 
The Whitaker Paper Co. 
The Johnston Paper Co. 

The Whitaker Paper Co. 
The Cleveland Paper Co. 

‘ Graham Paper Co. 
The Whitaker Paper Co. 
Bermingham & Prosser Co. 

Chope-Stevens Paper Co. 

. Blake, Moffitt & Towne 

; Henley Paper Co. 

4 Carpenter Paper Co. 

Green & Low Paper Co., Inc. 
Carter Rice Storrs & Bement 
‘ Henley Paper Co. 
MacCollum Paper Co. 
Bermingham & Prosser Co. 
Bermingham & Prosser Co. 
Graham Paper Co. 
Louisville Paper Co. 

. . Roach Paper Co. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Graham Paper Co. 
Louisville Paper Co. 

C. H. Robinson Co. 
Louisville Paper Co. 
‘Allman- Christiansen Paper Co. 
Sensenbrenner Paper Co. 
Wilcox-Mosher-Leffholm Co. 
Graham Paper Co. 

Bulkley, Dunton & Co., Inc. 
Carter Rice Storrs & Bement 
Graham Paper Co. 

; Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Kennelly Paper Co., Inc. 

The Whitaker Paper Co. 
Blake, Moffitt & Towne 

4 Western Paper Co. 
Carter Rice Storrs & Bement 
; Atlantic Paper Co. 
Wilcox- W alter-Furlong Paper Co. 
Blake, Moffitt & Towne 
Brubaker Paper Co. 
General Paper Corp. 
. C.H. Robinson Co. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 
Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Graham Paper Co. 


Shaughnessy-Kniep-Hawe Paper Co. 


Tobey Fine Papers, Inc. 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

‘ Blake, Moffitt & Towne 
Bermingham & Prosser Co. 
Blake, Moffitt & Towne 
Carter Rice Storrs & Bement 
Mill Brand Papers 

Blake, Moffitt & Towne 

Blake, Moffitt & Towne 
Paper Merchants, Inc. 

‘ Blake, Moffitt & Towne 
John Floyd Paper Company 
Carter Rice Storrs & Bement 
The Mudge Paper Co. 
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foundation for competent procure- 
ment of advertising and merchan- 
dising materials. 


> If I were to try to define a graphic 
arts buyer’s responsibilities, I would 
say they are: 


1. To work closely with the other 
corners of the creative triangle to 
conform ideas to practical methods 
of reproduction. He should direct 
the preparation of final artwork to 
assure its correctness for the re- 
production method involved. 


2. To call in for quotation only 
those suppliers who, by the nature 
of their equipment, are logical for 
the job at hand and who can 
equitably compete. He should, with 
the help of art and idea people, 
determine the quality emphasis 
necessary and apprise requisitioners 
of relative costs involved to deliver 
the required production. 


3. To plan the mechanics of the job, 
prepare a realistic schedule and fol- 
low up the job through all its 
phases of production. He should ac- 
cept the quality responsibility and 
O. K. by himself or obtain the nec- 
essary approvals on color proofs and 
press sheets, etc. (No buyer of crea- 
tive printing can operate to assure 
top quality in this complex business 
without spending a good deal of his 
time in the shops producing his 


work. ) 


4. To obtain the necessary stock 
and confer with the paper buyer 
or qualified merchant on job tech- 
niques and possible stock economies. 


5S. To be the only contact with the 
suppliers so that all information rel- 
ative to the job is centered in one 
responsible point. 


6. To develop with his requisition- 
ers a realistic approach to the prob- 
lem of author’s alterations and 


overtime which cost many compa- 
nies thousands of dollars yearly. 
Most of this type of expenditures is 
rationalized away, but generally can 
be attributed to lack of planning 
and a proper understanding of the 
mechanics of printing. 


7. To recognize the advertising and 
promotion value of ideas submitted 
by the trade and to channel them 
into proper areas for consideration. 


8. To develop, where practical, the 
principles of operation buying 
rather than job buying. This is more 
difficult and if our buyer should 
accept the additional responsiblity, 
the resultant economies to be ac- 
crued 


from doing away with 


printer's markup on the purchase of 


composition, bindery work, finish- 
ing, etc., can be substantial. 


9. To develop, where practical, the 
use of standard sizes for printed 
material and also to develop the 
best possible reproduction press 
layout for material that is odd-sized 
because of its promotional impact. 


10. To be able to estimate and to 
apprise his requisitioners of poten- 
tial costs in the planning stage for 
extraordinary material as well as 
standard items. 


11. To work in concert with the 
Advertising group in the planning 
stage to arrive at a program for 
producing materials in combination 
runs and thereby gain large run cost 
benefits on short run material. 


12. To develop an industry’s respect 
for his company’s approach to the 
purchase of graphic arts material. 


> From this listing you can see that 
I feel the true success of a graphic 
arts buying program depends more 
upon the competence of the individ- 
ual buyer and his range of respon- 
sibility than precisely to whom he 
reports. Let us get management 
recognition for graphic arts pur- 
chasing as a science and our com- 
panies will be well on the road to 
superior advertising materials at 
realistic prices. 44 


‘Clear-View’ Binder 
Featured in New Line 


A completely new line of Cesco 
vinyl plastic loose-leaf binders has 
been introduced by the C. E. Shep- 
pard Co., Long Island City, N. Y. 
The binders, made in a variety of 
colors, are designed for sales and 
service manuals, price lists, catalogs 
and records. Literature describing 
the new binders is available. 

Included in the new line is a 
clear-view vinyl overlay ring bind- 
er. It has a 100°) transparent vinyl 
covering electronically sealed over 
the front cover in such a way that 
illustrations or printed matter can 
be slipped between the two and 
permanently sealed in. The same 
covering is available over the back- 
bone if desired. 

The rest of the line includes both 
ring and prong-style binders made 
to accommodate 11x82” sheets. 
They are available with both stiff 
and flexible covers and also come 
in several memo pad sizes. 

All Cesco vinyl binders are elec- 
tronically welded without glue or 
stitching. 


. . » for more details circle 318, page 105 


FREE 
OFFER! 


_approach 
“works 
every 
time ! 
WRITE TODAY 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 


e “Color Card” Brochure: Contains perforated 
fluorescent swatches... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-O-P impact. 
e Design Article: Expert advice on art and copy 
techniques. @ Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 


Consult your silk screen printer . . . Specify BOLD 
‘For all your bright ideas."’ 


Lawter Chemicals, Inc. 


3550 Touhy Ave. * Chicago 45, Ill. 
Newark, N.J.* San Leandro, Cal. 


YOUR TRADEMARK OR 
SPECIAL DESIGN IN NEW 


ENGRAVED 


RUBBER STAMPS 


Any subject matter from 1/16 of an 
inch up reproduced in engraved rubber 
stamps that will give you razor sharp 
impressions every time. So sharp, clear 
and even you'd think it had been printed. 
The secret is in our exclusive engraving 
process. Ideal for trademarks, signatures, 
wherever a clear, clean and lasting im 
pression is desired. Made from your art- 
work, blueprint or layout. We also sup- 
ply any color ink pads. We mount on 
any type of holder you desire . . . rubber 
stamp ... self-inker . . . self-inking case, 
as illustrated etc. For complete informa- 
tion and prices call or write to: 


KRENGEL MANUFACTURING COMPANY 


227 FULTON STREET, NEW YORK 7, N.Y. 
TEL. CO 7-5712 
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are your 
best assurance 
of retailer 


for al] _-— Placement 
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An “‘eye- eo 
opener” and ‘‘sales- 


closer” in one rich look- . Ms 


ing, brilliant package... 
that’s every POP piece you 
order silk screened with NAZ- 
DAR Fast-Dry Silk Screen Inks! 


beg §=Specify either NAZ-DAR 7500 
Series Fast-Dry Gloss Inks 7 
"a or 5500 Series Fast- 
gaa Dry Flat Finish 


oo 


nf * * ; Fa 
“* yf y _ FREE 
> / COLOR CARDS: 
r / in 6 Write for two 5500 
and 7500 color cards. 
Give one of each to 
your local silk screen 
printer and keep the 
others at your desk 
for handy color 
reference. 


Consult your 
5 silk screen printer 
for helpful sug- , 
gestions 


‘ <9 ‘ 
the NAZ-DAR 
TTT steak yg 
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White on Black .. . 
Imaginative handling 
of the new Ludlow 
reverse type cuts 
engraving costs. 


INBIMIDUAE MALGICES 


For Special Effects .. . 


Reverse Ludlow Type 
Permits Wide Variety 


Specially designed reverse type 
for casting on the Ludlow type- 
setting machine has been intro- 
duced, which makes it possible for 
printers who have this equipment 
to set reverse plate headings for 
editorial or advertising use with- 
out the cost of etch proofs or re- 
verse plate engravings. 

At the present time these mats 
are available in sizes 12 point 
through 36 point in the condensed 
gothic style, and up through 24 
point in a bold condensed gothic 
type. 

Length of line is limited to the 
measure which can be set on a 
Ludlow, 22% picas. In longer lines 
a break must occur where the slugs 
butt together. 


> These special matrices have been 
designed by the Service Engraving 
Works, 692 Broadway, New York 
12, and are offered to printers and 
publishers who operate Ludlow 
equipment. 

The lines are set from individual 
matrices, the same as any Ludlow 
type, but print in a continuous re- 
verse plate line. 

The manufacturer offers choices 
of “end” matrices which offer 
various designs or patterns for be- 
ginning and end of lines, in addi- 
tion to the normal square finish 
terminals. 

A great deal of creative variety 
is possible in the composition of 
such reverse plate lines. Among 
them: 


® Staggered alignment of letters. 


This article is reprinted from “Advertis- 
ing Age.” where it appeared in Ken- 
neth B. Butler’s regular column “Tips 
for the Production Man.” 


@ Individual letters separately re- 
versed. 


@ Each word in separate reverse 


blocks. 
e Letter slanted to left or to right. 
@ Mixture of sizes within a line. 


@ Individual 
and vertical. 


letters mixed tilted 


> The cost of a font of mats in a 
given size amounts to about $126, 
and the mats are good for almost 
indefinite use. For printing on 
coated stock the Ludlow slugs, after 
casting, should be burnished. Near- 
ly every printer having a Ludlow 
has the burnishing machine. This 
is a finishing operation normally 
used with casting of regular type 
and is very rapid. 

The numerals in these fonts are 
especially useful in providing re- 
verse plate headings for numerical 
identification of copy blocks, in key- 
ing captions to drawings or illustra- 
tions . . . any place where 1, 2, 3 
identification is desired. 

They may also be employed as 
reverse plate initial letters to begin 
body copy, or for “follow initials” 
spread throughout long blocks of 
straight matter as “breathers.” 44 


and we’re the largest, best 
equipped printer in all of postal zone 
a. 





Ten Second Operation . 
desk-top 


. Apeco’s new 
preserves, protects 
important business papers by completely 
encasing them in clear, plastic film. 
Complete operation takes less than ten 
seconds. 


laminator 


Tiny Machine Protects 
Copy With Plastic Film 


It is now possible to protect and 
preserve important business papers 
right in your own office by laminat- 
ing them with plastic film. 

The new, compact desk-top office 
machine known as the Apeco “Ply- 
On” Laminator is a product of 
American Photocopy Equipment Co. 
(Apeco), Chicago. It is designed to 
encase either or both sides of an 
original copy with thin, pliable 
sheets of transparent cellulose tri- 
acetate plastic film. The full opera- 
tion takes less than ten seconds. 

Even more important where pro- 
tection from attempted alteration is 
a prime factor, “Ply-On” comes up 
with the answer. The laminated 
papers cannot be tampered with 
without marring their finish, ac- 
cording to Samuel G. Rautbord, 
Apeco president. “This immediate 
detection of attempted alteration 
safeguards the validity of the orig- 
inal,” he said. 

The laminator is the first designed 
to be used in business offices by 
office personnel, according to the 
manufacturer. The plastic coating is 
impervious to moisture, retains its 
clarity with age, will not crack 
when folded and resists most liquids 
and solvents. It brightens colors, 
giving them more contrast — a 
consideration sometimes important 
to advertising agencies in working 
with art. 

Occupying only 1012x15” of table 
space and weighing less than 30 
lbs., the laminator is activated 
either by push button or foot pedal. 





There are Many Ways 
to Attract Attention... ss 


one SURE way /s to use 
WIRE DISPLAYS 


e Over 25 years experience, 
4021 successful applications 


® 4 manufacturing plants 
with 112,300 sq. ft. of modern facilities. 


e Complete design and engineering services. 


® Drop shipping and warehousing facilities. 
Write for illustrated folder 


Mashville Displae 


MANUFACTURING COMPANY 
@ 2505 Bransford Avenue @ Nashville, Tenn. 


Phone: 
CYpress 7-4379 


P.O. Box 491 


FOR EVERY P-O-P MOTION ... DEPEND ON 


SYNCHRO" 


“POWER FOR ATTRACTION” 


SYNCHRON 30 
Super Hi-Torque Timing Motor 


Ideal for short term application operating turn- 
tables, display wheels, rotating signs, etc. Easily 
adapted to any special display motion. 30 inch 
ounces guaranteed torque at 1 RPM. 


SYNCHRON 20 
Hi-Torque Timing Motor 


For long term operation of turn-tables, display 
wheels, and rotating signs. Easily adapted to 
any special display motion. 20 inch ounces 
guaranteed torque at 1 RPM. 


WRITE NEAREST HANSEN REPRESENTATIVE 
FOR MORE INFORMATION. 


HANSEN MANUFACTURING CO., INC. 


Workhorse of the Industry 


ESTABLISHED 1907 Indiana 


Princeton 11, 
Hansen Representatives The Fromm Co., 5150 W. Madison 
St., Chicago, Ill.; Winslow Electric, 123 E. 37th St., New York, 
N.Y., Electric Motor Engineering, Inc., Los Angeles and Oakland, 
Calif.; H. C. Johnson Agencies, Inc., Rochester, Buffalo, Syracuse 
Binghamton and Schenectady, New York. 
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It operates on either continuous or 
single feed. It functions on standard 
electrical power with a third cord 
for grounding. It can laminate most 
things up to 11” wide and any 
length from a business file card to 
an insurance policy. A letter size 
original can be laminated both sides 
for five cents, one side for two and 
one-half cents, the manufacturer 
claims. 44 


Index Card Manufacturer 
Invites ‘Strength Test’ 


Anyone who doesn’t believe that 
G. J. Aigner Co.’s “rip proof” in- 
dexes are stronger than any others 
will be supplied upon request with 
a free sample complete with easy 
“test it yourself” directions. 

The Chicago company’s new line 
of rip proof indexes and buff divi- 
sion sheets have binding edges re- 
inforced with Dupont’s Mylar poly- 
ester film, said to be from two to 
five times stronger than any other 
type of reinforcement. Besides added 
durability, Mylar is less bulky than 
cloth or metal reinforcement but 
costs no more, according to the 
manufacturer. 


- -. for more details circle 319, page 105 
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Dwarfs small boys . 


. Giant wall banner was largest piece, when assembled, ever 


printed by E. F. Schmidt Co., Milwaukee. Over 16’ long and almost 3’ wide, banner 
dominates small viewers, got much attention from distributors of Le Roi Division, 
Westinghouse Air Brake Co., for whom it was intended. 


Giant Promotion Piece 
Not Easy to Ignore 


There isn’t much question about 
it, when it comes to promotional 
literature, the larger it is the more 
it’s noticed — at least, when it’s 
large enough. 

E. F. Schmidt 


printer, 


Co., 


had occasion 


Milwaukee 
recently to 


“* 


LEADERSHIP 
IN ADVERTISING, as in sports, often de- 


pends upon a last-minute spurt of 


quality. We are proud to contrib- 


ute the final touch of photoen- 


graving quality to many national 


advertising champions. 


COLLINS, 
eo 


HUTCHINGS, INC. 
333 
WEST LAKE STREET 


CHICAG 


* March 1958 
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run off the largest single piece of 
printing, after assembly, ever com- 
pleted by that plant. The piece, a 
wall banner more than 16’ long and 
nearly 3’ wide, was printed in two 
colors for Le Roi Division, Westing- 
house Air Brake Co., Milwaukee. 

The banner, announcing Le Roi’s 
new 600 Rotary air compressor, was 
intended for wall display by the 
company’s distributors. It was a 
three to one blow-up of portions of 
a recent promotion bulletin. 

Printed in four sections, the 195x- 
33” banner was turned out on a 
42x58 two-color press and the sec- 
tions bound together with cloth ad- 
hesive. The piece was then pre- 
sented to distributors as a “pack- 
age,’ complete with metal-ringed 
eyelets and a backing of double- 
faced masking tape, giving distrib- 
utors the choice of hanging the 
piece or taping it to the wall. In- 
structions for setting it up were in- 
cluded. 

Was it successful? Absolutely, ac- 
cording to Le Roi. A survey of sev- 
eral dozen distributors indicated a 
nearly 100° use of the display. 4¢ 


Kubilius Named to Lead 
European Printing Tour 


Walter Kubilius, technical publi- 
cations director, American Type 
Founders Co., Elizabeth, N. J., will 
serve as tour director of a 17-day 
printers’ and lithographers’ tour of 
major European printing and litho- 
graphing plants May 3-20. 

Sponsored and organized by the 
American Express Co., the tour will 
begin with a four-day visit to the 
International Exhibition of Printing 
and Allied Trades Graphic Arts 





MANIFEST BOND gives better impressions 
at lower cost because this economy paper 
has the greater bulk and appearance of a 


and a better-looking job throughout the 
run. It is surface-sized for better “erasa- 
bility”; comes in six eye-appealing colors 


more expensive sheet. and a clear white. Ask your Franchised 


EASTERN Merchant for a free sample 
packet of MANIFEST BOND today! 


MANIFEST BOND is moisture -controlled 
for accurate register, smooth performance 


sa ae a WO oe Wii ae Wl Ya. 
~» > fe ye 


eS oe |S en” 


~ 


EXCELLENCE IN FINE PAPERS 


MANIFEST BOND - MANIFEST DUPLICATOR - MANIFEST LEDGER - MANIFEST MIMEO 


Nianifest Bond 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF FINE BUSINESS PAPERS AND PUROCELL® PULP 
MILLS AT BANGOR AND LINCOLN, MAINE * SALES OFFICES: NEW YORK, BOSTON, CHICAGO AND ATLANTA 
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HOLLYWOOD 


5 op 
\ DISPLAY DRAPES 


These magnificent, modern Logo 
Drapes are the perfect prestige 
way to fix your name or trade- 
mark firmly in the viewers’ mem- 
ories — UNOBTRUSIVELY YET 
INDELIBLY! 


~ 
oe 


Amazingly low in cost... ex- 
tremely flexible . . . versatile... 
eliminate need for professional 
display men. 


Excellent for Exhibits 
Conventions * TV Backdrops 
Showroom and 
Window Drapes 
Over 100 Other Uses 
Flameproof and dry cleanable 


Send for FREE sketch of your 
name or trademark in fabric de- 
sign. No obligation. Also FREE 
colorful idea booklet on logo 
drape displays. 


HOLLYWOOD BANNERS logo Drape Dept. 


Creators & Manufacturers of Nationally Famous Color-Spectacular Ad Banners 
Re t-te 2a et ° New York 16, N. Y. ° TELEPHONE: OR 9-4790 








The Only Publication REGULARLY COVERING 
SECTIONS OF ADVERTISING'S $3 BILLION MARKET 


13 


® Signs and Identification 
Materials 

® Photoengraving and 
Platemaking 

® Window and Store 
Displays 

®@ Typography and 
Layout 

® Audio and Visual Aids 

® Labeling and 
Packaging 


® Radio and TV 
Production 


® Printing and Binding 
® Art and Photography 
®@ Shows and Exhibits 
® Direct Advertising 

® Paper 


® Premiums, Prizes and 
Specialties 


Advertising Requirements 
200 E. Illinois St., Chicago 
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Machinery in Duesseldorf, Germany. 
This will be followed by alternate 
days of general sightseeing and 
tours of major printing plants in 
five European cities. Visits to letter- 
press, offset and gravure plants in 
Paris, London, Essen, Frankfurt and 
Berlin have been scheduled. Option- 
al extensions of the tour to the 
Brussels World’s Fair and other 
points of interest have been ar- 
ranged. A descriptive folder, includ- 
ing cost of the trip and a detailed 
itinerary, is available. 

. . . for more details circle 320, page 105 


Copper Foil Letter 
Promotes Copper Foil 


When Anaconda Co., New York, 
sent out a promotional mailing sug- 
gesting various commercial appli- 
cations for its “Electro-Sheet” cop- 
per foil, the company took advan- 
tage of the situation and added a 
promotional application. The re- 
lease, in letter form and complete 
with printed company letterhead, 
was itself printed on copper foil. 

Accompanying the foil release 
was an eight-page brochure ex- 
plaining how the foil is made, its 
uses and various dimensions in 
which it is available. The brochure 
was prepared by Ansonia Division, 
American Brass Co., Ansonia, Conn. 


The foil, available in several 
weights and sizes in continuous 
length roles, has advertising and 


decorative applications as well as 
industrial uses. It can be bonded to 
plywood, paper, cardboard or fab- 
rics for advertising displays and 
packaging. 44 


New Kit Widens Range 
Of Verifax Copier 


A modification kit which permits 
users of the legal size Kodak Veri- 
fax copier to copy originals up to 
9x14” has been announced by East- 
man Kodak Co., Rochester, N. Y. 

The kit is expected to prove par- 
ticularly valuable in copying forms 
that extend right to the margins of 
the paper, the company states. It 
is also designed to facilitate prep- 
aration of offset masters via the 
Verifax offset method. 

The kit includes a 9” wide Veri- 
fax copy paper tray, matrix dis- 
penser, adapter guide and squeegee. 
Larger, 9’ wide Verifax matrix and 
copy paper are also available for 
use with the copier-kit combina- 
tion. 44 





Ready for the Parade . 


The Journeys 


of a Robot 


The adventures of a 10’ robot which went 
on a sales promotion tour around the coun- 
try to promote a toy robot. 


. . The author gives Robert his final in- 


spection before they embark on a Christmas parade in Scran- 


ton, Pa. 


By Melvin N. Poretz 


One of the phenomena this year 
in the predictably unpredictable toy 
business is a fourteen-inch plastic 
automaton euphoniously dubbed 
“Robert the Robot.” In an industry 
where a new toy that lasts three 
years is a rarity (most toys suc- 
cumb to the rigors of the retail 
counter in from one to two years), 
Robert the Robot has been running 
ahead of the pack in this, his fifth 
year on the market. He’s still going 
strong, thank you. 

One reason for this unprece- 
dented longevity is currently lum- 
bering around the hinterlands .. . 
all ten feet of him . . . cavorting as 
a monster Pied Piper charming lit- 
tle boys into toy departments while 
prying $6 a throw loose from their 
parents. 


> Since 1955 Ideal has toured this 


Mr. Poretz, currently director, tv and radio 
sales, S. Jay Reiner Co., Garden City, 
N.Y., was sales promotion manager of the 


Ideal Toy Corp. when he wrote this story 
for AR. 


giant replica of Robert the Robot 
from one major department store 
to another. Built of plywood and 
metal in perfect nine-to-one scale 
and weighing 1000 pounds on the 
hoof, he has scored successes in toy 
departments, auditoriums, on street 
corners and in parking lots. Motion 
picture and other local entrepeneurs 
have stood in line for the robot’s 
services to herald such events as 
science fiction films and gaudy 
county fairs. It’s been a busy three 
years for this denizen of the open 
road. 

The giant robot is designed to ac- 
commodate an operator who enters 
through a trap door to put Robert 
through his paces. Once the robot 
is hooked up to 110V AC current, 
the operator carries on his plain 
and fancy sales spiel by means of 
a loudspeaker concealed in the ro- 
bot’s navel. A _ prepared script 
posted next to the microphone helps 
the operator in his pitch and cues 
him with leads for what appears 
to be ad lib repartee with his 
audience. 


>’ One bit of dialog that was not 


included in the operating manual 
recently was played before a 
crowded audience in an Arlington, 
Va., branch of a leading depart- 
ment store. One little boy wished 
to say goodbye to Robert after an 
hour or so of being amused by the 
robot’s bag of tricks. As he walked 
away (actually, he was forcibly 
pulled away by his impatient moth- 
er) he shouted, “See ya later, al- 
ligator.” The wide-awake operator, 
in a drawl thick enough to float 
through the air, replied immediate- 
ly, “In awhile, crocodile.” 

In addition to the loudspeaker, 
the robot contains a record player 
for musical interludes and an elec- 
trical system that enables his eyes 
and antenna to light up like a 
Christmas tree. Through a system 
of levers and switches, the operator 
clutches objects in the robot’s hands, 
greets visitors with a handshake 
and moves forward or backward 
with ease. 

Ever since one enterprising op- 
erator in a Pittsburgh department 
store put a mambo record on the 
phonograph and delighted his audi- 
ence with a few turns around the 
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Robot and Friend 
onstrates two tie-in products, pajamas 
and a flashlight, that developed from 


original toy idea 


Young man dem 


floor, we have added this bit of 
business to the robot’s repertoire 
down to a diagram of some of the 
fanciest steps seen this side of Rose- 
land. 


> A series of buttons on the robot's 
chest invites members of the audi- 
ence to make Robert do their bid- 
ding. Translated to the operator by 
means of an electrical system, these 
commands request Robert to do 
several un-robotlike things. 

In answer to the command “Re- 
cite a Poem,’ the operator glibly 
reels off this undying bit of poesy: 
“IT am Robert Robot, 
drive me. or 


mechanical 
steer me, 
wherever you can. I am _ Robert 
Robot, mechanical man.” The other 
commands of “Sing a song”... or 
“Blink your lights” ... or “Move 
forward and backward, right and 
left” are obeyed with precise ro- 
bot efficiency. 


man; 


> After a year of solid bookings, 
the robot’s itinerary started to look 
like the dance card of a _ pretty 
blonde in a prom full of buck- 
toothed, knock-kneed girls. A sec- 
ond ten-footer was rushed to com- 
pletion in Ideal’s own factory un- 
der the direction of Al Living- 
stone, an old robot lover from way 
back. Building the two robots in 
our own plant saved an estimated 
$1500. 

Our arrangement with stores is 
a simple one. The store picks up 
the freight tab and ships Robert 
collect to the next store on the 
schedule. The store must run at 
least one newspaper ad of a mini- 
mum of a quarter-page at their 
own expense announcing the giant’s 
visit as well as plugging the toy. 
Publicity and promotion kits pre- 
cede the robot by a few weeks 
during which time store public re- 
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lations and promotion people have 
a bit of fun while they arouse some 
advance interest. 

On one junket to Cincinnati the 
robot was too ponderous to ne- 
gotiate the store’s freight entrance. 
Store executives held a hasty side- 
walk meeting and decided to use 
Robert as a curbside attraction. 
Hurriedly rigged up with appro- 
priate signs and extensions for his 
electrical system, Robert paraded 
up and down the street in front of 
the store. 

When the local police saw the 
gathering crowds, they stepped in 
and notified the store that a special 
permit was required to enable Rob- 
ert to do his act on the street. A 
special ordinance was written and 
rushed before the City Council, no 
less, in time to save the day and 
the store’s two-week booking on 
our overcrowded itinerary. The 
story made front page news with 
this headline: “Whoa There, Bob! 
Council Must Give O.K. Ere You 
Walk.” 
> The interest shown in the robot 
toy and the two touring giants 
caused other manufacturers of non- 
competing children’s items to get 
into the act. For the first time in 
toy merchandising history, a_ toy 
inspired the marketing of other 
products in its image such as pa- 
jamas, scarves, T-shirts, balloons, 
flashlights, sweatshirts and even a 
children’s record. Produced by 
Cricket Records, it became one of 
their best sellers and still is in de- 
mand today. 

The promotion was the complete 
reverse of the usual character mer- 
chandising scheme of things where- 
in heroes such as Roy Rogers and 
Hopalong Cassidy lend their names 
to countless articles of consumer 
merchandise. This phase of robot 
drum-beating is undoubtedly an- 
other reason for the toy’s lasting 
popularity. 

So popular is the robot, in fact, 
that one store in Scranton staged its 
entire Christmas parade around the 
giant’s arrival in town. He rode 
through Scranton in a truck direct- 
ly ahead of Santa Claus who was 
on his way to his gilded throne in 
the toy department. A solid week 
of newspaper ads and_ publicity 
stories presaged the robot’s ap- 
pearance and an estimated 15,000 
persons were on hand to welcome 
him. 


> The climax of Robert’s career to 
date has been his appearance in 
the most publicized winter parade 
of all, the Macy Thanksgiving Day 
spectacular. Building up to this 
event, he appeared in the pre- 


Thanksgiving Day Parade sponsored 
by Bamberger’s Department Store, 
Newark, and was interviewed by 
tv’s Steve Allen on his network 
show. 

All in all, the two monsters have 
had busy careers. As they depart 
for another swing around the coun- 
try to pump life into a veteran toy 
this Christmas, they can pride 
themselves in the knowledge that 
all robots are brothers under the 
tin. 44 


Self-Stackers ... 


New Literature Racks 
Have ‘‘Take-Home’”’ 
Appeal 


“Lost on a dusty shelf” or the sad 
fate of product literature the deal- 
er forgets to give his customers is 
considerably lessened with the 
advent of handy display racks. 

Some of the newest models 
offered recently are the following: 


The “‘Kangaroost”’ A 
By Baker-Britt 


versatile, one- 
piece cardboard 
unit that can be 
used on shelf, counter or wall has 
been developed by Baker-Britt 
Corp., Newark, N. Y. 

The company calls the display 
piece the “Kangaroost” because of 
its ability to suspend itself from 
any edge with no more help than 
a short piece of pressure-sensitive 
tape. 

Price per unit is low, and an 
easy-folding feature enables the 
Kangaroost to be packaged with 
shipments of folders without addi- 
tional costs. 

Additional details are available. 

. . . for more details circle 301, page 105 


Space-Saving An 
Metal Unit 


adjustable 
metal shelving unit 
that can be mounted 
in minutes on any door or wall has 
been introduced by S. A. Hirsh 
Mfg. Co. 

Extremely adaptable to larger- 
sized literature, the unit’s shelves 
are adjustable in width from 14 
to 24” and in height at one-inch in- 
tervals. 

It retails for $5.95 and is finished 
in glossy black and copper tone. 

Information is available from S. 
A. Hirsh Mfg. Co., 8051 Central 
Park Av., Skokie, IIl. 


“Deep Dish” 
Combo Rack 


A display unit that 
combines the ad- 
vantages of a verti- 
cal merchandise rack and horizon- 
tal holder for deep stacks of prod- 
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Combination Rack . “Deep Dish’ 
display rack from Arlington Aluminum 
Co. keeps product and literature together 
in easy reach of customer. 


uct literature is available from Ar- 
lington Aluminum Co. 

The “Deep Dish” display piece is 
framed in lightweight aluminum 
and offers ‘“across-the-room” vis- 
ibility by a design that offers a 20 
slant off vertical in the merchan- 
dise holder and literature. 

Prices and additional shelf details 
are available from Arlington Alu- 
minum Co., 19011 W. Davison, De- 
troit 23. 


New Design Developed 
For Litho Metal Signs 


Details on lithographed metal signs 
in a new design for indoor point- 
of-purchase are available from JAK 
Displays Inc., Clayton, Mo. 

While these new litho signs have 
much the same construction with 
folded edges, fiber board backing, 
etc., as the standard signs, the new 
“contemporary design” models move 
away from the simple beveled edges 
and flat face formerly seen in the 
line. 

The signs have full-color half- 
tone reproduction on metal, and are 
available in a variety of styles and 
sizes. 

Sketches, prices and additional 
details are available. 

- +. for more details circle 302, page 105 


New Bi-Monthly Details 
What’s New In Outdoor 


A step away from the “wild ru- 
mor” department concerning out- 
door advertising has been accom- 
plished with the publication of a bi- 
monthly paper by the Outdoor Ad- 


vertising Assn. 
Chicago. 

Called “The Outdoor Picture,” 
the four-page paper is being pub- 
lished to provide the public with 
factual information about standard- 
ized outdoor advertising. 

The paper is aimed at overcom- 
ing misconceptions concerning out- 
door advertising and, as such, pro- 
vides a number of interesting ar- 
ticles related to the industry’s fight 
to survive in addition to detailing 
‘“what’s new in outdoor”. 

A copy is available. 

. . . for more details circle 303, page 105 


of America Inc., 


New First For Displays 
Features Ancient Art 


Oldtime elegance in modern dis- 
plays may become a popular trend 
with the development of a new 
process by Mosaics Ltd., New York. 

Utilizing oil colors to produce 
mosaic studies in quantity and at 
popular prices, the new process can 
be produced on a variety of ma- 
terials, including Masonite, pulp- 
board, plastic and plywood. 

Initial use of mosaics in oil as a 
basic display component was seen 
in the preview showing of a Regal 
Shoe Co. window exhibited at the 
New York Trade Show Building as 


Oil Color Mosaics . 
for modern displays at popular prices 


is possible now with new process from 


Mosaics Ltd 





. Ancient art form 


\ 
yy . 
yo Attractive 
Ad ver tising on business 


cars without any marring or dam- 
age to car. No holes to drill. Signs 
are removable in one second. Quick 
easy economical copy changes. 
“These are only part of many ad- 
vantages had with exclusive pat- 
ented Bumpa-Tel Signs.” 


FLEET OPERATORS: | Take 


advantage of the advertising value 
of your cars. 


ADVERTISING AGENCIES 
AND SIGN COMPANIES: 


Sell these to your customers. Write 
us for details. 


BUMPA-TEL SIGN CO. 


MOUNDS, ILLINOIS 


U. S. PATENTS 2816377 CAN. 549499 


4 

de® \} “~ Cancer? 
The American Cancer 
Society says that too 
many people die of it, 
NEEDLESSLY ! That’s why 
I have an annual medical 
checkup however well I 
feel. I know the seven 
danger signals. And 
when I want sound 
information, I get it 
from my Unit of the 


AMERICAN CANCER SOCIETY 


An album of 
Next 
Month 


distinctive 


display units. 
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CUSTOM-MADE 


Outdoor 
Displays 


IN ANY QUANTITY 


We design and manufacture outdoor and indoor 
display signs made of paper, plastic or cloth. . . 
from your rough idea or finished art. Here are a 
few of the many types: 


BIG LETTER-BANNERS 


BESIETAIRISMOIAIYIS MSTAILIEM 


Give your message extra punch! Let us spell it 
out with big 13 x 19” heavy-duty cloth letters 
or numerals, and sew on ropes ready to put up. 
Regular or Day-Glo. Can be seen a block away! 


PANEL-PENNANTS 


LIVE BETTER O™ 
\ " ~ Gectrically — | 


Frame your banner with colorful flag pennants. 
Banner and pennants sewed together on ropes, 
ready to put up. 


POSTERS AND STREAMERS 


Let posters and streamers work 
for you on windows, walls, poles; 
in driveway and parking areas. 
We make them in paper, cloth 
or plastic . . . in any size, color 
or quantity. 


FLUORESCENT CUTOUT LETTERS 


Anyone can make a smart cus- 
tom-made sign in a jiffy with 
these neon-bright paper cut- 
out letters. Two sizes: 9” (in 5 
colors) and 20” (red). Any 
selection of letters and numer- 
als or complete sets. 


CLOTH BANNERS 


UNIFio- 
woror 52 


—_ 


part of the 
Show. 

Created to illustrate the theme of 
“old-world craftsmanship, the mo- 
saic in oil was an impressive 6’7” 
backdrop depicting a_ color- 
drenched scene of an Italian leather 
craftsman at work. 

Costs for the new illustration 
technique are within the average 
display budget but are dependent 
upon such variable factors as size, 
quantity, number of colors and in- 
tricacies of patterns. Designs are 
usually custom-specified to be an 
integral part of a desired over-all 
theme. 44 


Popular Price Shoe 


Yarder Offers Details 
On Steel Sign Blanks 


Complete information and price 
lists on a line of triple-coated sign 
blanks are available from Yarder 
Mfg. Co., Toledo, Ohio. 

The line of sign blanks is avail- 
able in white, yellow, red or black 
and in 20 to 32 gage in a variety 
of sizes and styles. 

Full prices and specifications are 
available. 


. . » for more details circle 304, page 105 


Reflective Poster Paper 
Aids Nighttime Viewing 


A new reflective poster paper 
which enables changeable copy and 
other temporary outdoor advertising 


YACHT CORSA 


Tic PLASTIC MODEL 


“SWANBERG « SCHEEFE 


UNIVERSITY AT EAST HENNEPIN a 


New Reflective Paper . . . Buick dealer 
sign utilizes Minnesota Mining’s new 
Reflecto-Lite poster paper designed for 
changeable copy signs. Paper enables 
sign visibility up to one-quarter mile. 


signs to be visible at night has been 
introduced by Minnesota Mining 
and Mfg. Co., St. Paul, Minn. 

The paper, trademarked “Re- 
flecto-Lite,” was developed to aid 
the reflector qualities of 24-sheet 
posters, 6-sheet posters, bumper 
strips and other temporary signs or 
displays. 

It looks like any 
paper but reflectorizes through a 
surface coating that catches the 
light of approaching headlights. 

Application is the same as with 
other poster papers, and the com- 
pany recommends _ screen-process 
printing with any standard weath- 
er-resistant ink. 

Available in white, blue, yellow 
and green, the Minnesota Reflecto- 
Lite paper is designed to last 90 
days and will sell at approximately 
20c per square foot. 

Additional details are available. 


other poster 
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Use them over driveways or streets, in parking 
lots, or on building fronts. In bright fluorescent 
or regular colors. Made of heavy drill-cloth. 


PRINTED PENNANTS 


Display your own trademark or message indoors 
or out on printed pennants . . . in plastic, paper 
or cloth. Sewed to rope or tape and ready to 
put up. 

Write for FREE CATALOG 


Hobby Display Piece . . . Three-dimensional display units for model kits made by ITC 
Model Craft Division of Ideal Toy Corp. feature appropriate, full-color scenes as back- 
drop for finished model. Craft on display is a model of the famous luxury yacht, 
The Corsair. Kit comes with 200 precision parts, and when completed, the craft stands 
23” long and 11 2” high. 


The Pratt Poster Co. 
203 PRINTCRAFT BLDG. - INDIANAPOLIS 4, IND. 


* ar + March 1958 





Aon atmmerint ales 
Ahentom Renate 


whatre you downg 


ORATORIO OKO 


Give your products that “take me 
home” look with a Fasson self-adhesive 
label. You can get Fasson in a wide 
range of attractive materials and 
colors ... and with an adhesive 
that’s just right for every purpose. 
There’s one that can be removed 
without scraping or soaking months 
after application .. . another 

that holds tight permanently 

(for instruction stickers, etc.). 


Twinkle your sales. Write for samples. 


fasson Fasson Products 


Seth Wheeler, Sales Mgr., Graphic Arts Div., Elmwood 2-4444 
ae ere Dept. A2T, 250 Chester Street, Painesville, Ohio 
Advertising Materials 
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Get fore 
SALE Swits 


MODERN-GLO 


WOT sust anotuer ROUND 
— eS 
ADVERTISING CLOCK 
NEW SHAPE 
NEW STYLE 
NEW FEATURES 
NEW MODERN-GLO 
ILLUMINATION 





REVOLVO 





AT LAST a 10w cost niuminarep 
DOUBLE FACED REVOLVING SIGN TO 
FEATURE YOUR PRODUCT OR PRODUCTS BY 
COPY AND/OR COLOR TRANSPARENCY. 


(ELECTRIC MOTOR GUARANTEED 1 YEAR) 
WRITE FOR DETAILS 


-AMERICAN. 


O 


| 
926 STATE AVE., CINCINNATI 4, OHIO 
REPRESENTATIVES IN PRINCIPAL CITIES 
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1, The first step is to pro- 
ject an image of the art 
onto pounce paper, to 
make a master pattern. 


2. The paper pattern is 
perforated with an elec- 
tric spark needle, and 
charcoal dusted through 
the holes onto plywood. 
These serve as a guide to 
the carpenters. 


a painted 
bulletin goes up 


A picture story of a spectacular 
outdoor sign, of a type that is 
reaching new heights of popularity 


3. The cutout panel is 
mounted on the wall, 
given a coat of primer, 
and the paper _ pattern 
traced with a special pen- 
cil. These lines will dis- 
appear after 30 minutes 
exposure to sunlight. 


4, The artist first lays in 
a wash which blocks out 
the areas, ready to build 
up the detail. 


















6. Meanwhile, the plastic letters are being prepared. 
Faced with red corrugated plastic, they will be readable 
both day and night. The angle iron supports will be 
barely visible. 











$. Working from a carbro print of the original art, the artist fills 


in the fine detail. When he is finished, the cutout will be laid 
flat on the floor and given a protective coat of clear varnish ATS, DOLO 
- 





7. The background panels are slid into the frame. The 
letters, each with its own transformer and circuit, are in 


In the Los Angeles area, it is becoming almost uni- 
versal that painted bulletins are embellished with cut- 
out portions. For example, Pacific Outdoor Advertising 


reports that all but 3°. of its painted bulletins have 
these extras. ar oO fh 


position. 










With that thought in mind, this series of pictures Pan —— 
covers the main steps in the construction and installa- x. Ny filter. 
tion of a Marlboro cigaret board in Southern California. 7 A 


“flavor. 
— top | box} - 





This particular board won first place in its class at the 
National Exhibition of Outdoor Advertising Art, spon- 
sored by the Art Directors Club of Chicago. 44 


8. The cutouts are worked into position, held by angle 
irons that go through holes in the background. The 
cowboy, weighing 450 pounds, is 20’ 842°’ high 











\ v filter... 
\ 
‘." “4 flavor... 
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IN 
ys flip-top box 
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PACIFIC OUTDOOR | 


9. The finished bulletin. In 30 days it will be removed to another location 
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When the ‘‘Signs’’ are right. . 
YOU GET RESULTS! 


Signs by Texlite can be so “right” for your selling 
program that every day will look like your own 
particular lucky day! Know-how, plus experience, 
guides Texlite in designing and producing quality 
signs that demand attention around the clock, that 
create confidence in more people... and at a lower 
cost...than any other sales tool you can use. 
Whether your sales plan calls for 10 or 10,000 
signs, in porcelain enamel, plastic or combinations 
of the two materials... four hundred sign crafts- 
men and 160,000 sq. ft. of modern sign plant and 
equipment are ready to fill your every sign and 


letter need. 


See How Others Have Used Signs by TEXLITE to Gain 
Sales Objectives... This 20-page, beautiful full- 
color booklet shows 101 signs built for some of 
the nation’s most successfully sales-minded 


companies. 


Request your free copy on company letterhead. 


Builders of 
Quality Signs 
Since 1879 


3307 Manor Way 


Dallas, Texas 


Offices in Principal Cities 


Ready to use Attention-Getter Cartoons! 
New 1000 proof Stivers Handbook #10 now 
ready for Licensees. Either $2 fee-per-use or 
$9.95 monthly subscription. Only art service 
limited to recognized agencies and National 
Advertisers. Free Folder 


STIVERS STUDIO 


BOX 3684 « SAN FRANCISCO 19, CALIFORNIA 


STEEL cow cost sntiene’ 


Point of Purchase Signs 


Firmly constructed of 26 gauge 
steel. Ventilated. Smart, and 
simply styled. Popular sizes. 


For Plastic &°t5¢t2i!s 224 our low prices. 
SIGN & YARDER MFG. CO. 
725 Phillips Ave., Toledo 12, Ohio 
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“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to 
Dept. AR-3 


PS et ee a 8 ee el 
6408 WOODWARD AVE 
DETROIT 2, MICH 


ALL IN ong sTupi9 


Black and White for 
Catalogs, Publicity, Salesmen 


Beautiful DYE TRANSFERS 
NEW TYPE C COLOR FRINTS 


CORONA COLOR hha ™ 
— memsTUDIO OR OM LOCATION 


Have You Seen?... 


New Signs and Displays 
Back New Car 
Promotions 


With the race on for ’58 auto 
sales, it’s interesting to note just a 
few of the new aids in the sign 
and display field being used by two 
of the “bigs” in the auto industry. 


It’s the Floor 
For Chevrolet 


Not satisfied with 
utilizing the walls, 
ceilings and win- 
dows for signs and displays, Chev- 
rolet dealers are giving the floors 
of their locations more than just 
a speculative sales look with the 
use of advertising floor mats. 

Placed in strategic sales positions, 
the colorful rubber mats bear 
22x36” messages pointing out Chev- 
rolet advantages. 

The mats were produced by the 
Crown Rubber Company, Fremont, 
O., and come in sets of four with 
each mat in a different color and 
carrying a different sales message. 


Midgets to GiantsInstead of telling, 
For Plymouth Plymouth dealers 

are showing its big 
selling feature, “Torsion Aire Sus- 
pension,” to prospects by a novel 
display. 

Created and produced for 
Chrysler-Plymouth by William Mel- 
ish Harris Associates, the miniature 
display lets the sales prospect ac- 
tually guide a scale-model 1958 
Plymouth over a rough stretch of 
midget highway demonstrating the 
Torsion Aire principle which lets 
the wheels take the bumps while 
the car stays level. 

Signs also feature the approxi- 
mately 3’ display with miniature 
posters, printed with sales messages, 
forming the display background. 

An additional feature of the dis- 
play is the showing of the actual 
torsion bars in miniature in an- 
other scale-model Plymouth which 
is placed upside down. 


Chrester~ Ply 
TORSION-AIRE RIDE 


Seeing is Believing . . . Says Plymouth 
with realistic display that enables pros- 
pect to find out for himself how Torsion 
Aire suspension works on bumpy roads. 





By John Perkins 


Direct mail may be the missing 
link in your advertising program. 
Shell dealers have been asking for a 
new local advertising campaign 
fitted to their needs, and at a price 
they can afford. The answer is the 
Shell retailer direct mail advertising 
program for 1958. 

This is new, and now is the time 
to look it over: a package program 
of six mailings with your imprint, 
sent out on schedule to your choice 
of prospects, or customers, or both. 
Each mailing tells about some 
phase of your business: Shell Tour- 
ing Service; Shellubrication; X-100 
Motor Oil Premium, and so on. 


This is an adaptation of an article 
that appeared in “Shell Progress,” and 
is used with the permission of the Shell 
Oil Co. While written for the service 
station operator, and especially the 
operator of a Shell station, AR feels 
it contains some useful information for 
all direct mail users. 


How Shell Dealers Use Direct Mail 


Each one pre-sells a product or a 
service that you have for sale. 

All you have to do is select the 
area you want to cover; pay your 
share of the program (about half 
the actual cost); and approve the 
list of people you want to reach. 

Shell will hand you a list of 240 
names in the area you select. Every 
name stands for the owner of at 
least one car, 1950 model or later. 
You pick the 200 you most want 
to reach. The other 40 are held 
in reserve, and if somebody on 
your list moves out of town, an- 
other name will be automatically 
substituted. 


>’ But you don’t have to use the 
list Shell provides. If you have 
names and addresses of other peo- 
ple you want to reach, go ahead 
and _ substitute them 
give your approval. 

Either way, you pay $65 for all 
six mailings to each of 200 pros- 
pects or customers; and you can 
add more names at a proportionate 
cost. (Your Shell salesman _ will 
have complete details on the cost 
of extra names when he presents 
the package to you.) 

Names can’t be added after the 
program has started, because the 
extra work involved would greatly 
increase the cost of the campaign 
to all Shell retailers. So if you’re 


before you 











interested, now is the time to start 
checking your customer files and 
your trade neighborhood, making 
up your advertising budget for next 
year, and figuring how many tar- 
gets you want to set up. 
Remember: you order mailings 
to at least 200 people to start with. 
Quantity buying keeps the cost 
down, and gives you the most for 


your money. Here’s what you get: 


e Writers who prepare your mes- 


sage. 
@ Artists who illustrate it. 


® Gifts 


mailings. 


included in some of the 


e Engraving and printing. 


e A mailing list checked with cur- 
rent automobile registrations. 


e Addressing 


them; affixing 
them in the mail. 


envelopes; _ stuffing 


postage; putting 


@ Postage on the mailings. 
® Getting the 
where you 
schedule. 


messages delivered 


want them to go on 


@ Checking back to make sure 
they are getting to the right peo- 
ple. 


The mailings will reach your tar- 
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AT NO EXTRA COSI 


YOU GET 
ALL THESE EXTRA’S 


NATURAL COLOR POSTCARDS 


BY COLOURPICTURE 


. COMPLETE CREATIVE SERVICE — 
from idea to finished product. 

. TOP QUALITY — Plastichrome 
offers the finest reproduction you 
can buy. Winners of Lithogra- 
phers’ National Association 
Award the last four years. 

. SERVICE — prompt, efficient de- 
livery when you need it. 

. VERSATILITY — a complete as- 
sortment of postcards, albums, 
folders, broadsides and brochures 
from — 2%," x 342" to 21" x 22”. 

. PRICE — a complete sales pro- 
motion campaign for a penny or 
less per piece. 

WRITE FOR COMPLETE DETAILS AND IDEA FILE 


COLOURPICTURE PUBLISHERS INC. 


Dept. B-1 400 Newbury Street, Boston 15, Mass. 


ee may heep a secret, 
if two of Hom are pe 


BENJAMIN FRANKLIN 1706-1790 


| ‘ ze ‘ ee 
Aw .. go on, Mr. Franklin! We've had 
many a job in our house from competitive 
firms ... and more than three of our em- 
ployees knew about it — BUT we never 
but NEVER told one competitor what the 
other was doing. That’s one of the rea- 
sons we've been doing quite well, thank 
you. 


di ICE 
0) 12, ADVERTISING SERV 


521 SOUTH WABASH AVENUE « WA 2-9560 
Fast and Resourceful Service — Since 1919 
— Reasonable, tool 


Multigraphing * Mimeographing * Printing ° Mailing 


Addressing * Plate Cutting * Mechanical Addressing 
Inserting Machines * Complete Mail Campaigns 
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gets at six-week intervals from 
March through November of next 
year. What’s more, you'll know they 
are arriving—because you'll get 
one too, at the same time. 


> There’s the direct mail campaign 
Shell offers its retailers for 1958. It’s 
inexpensive and it’s tailor-made. 
But before you make up your mind 
on it, one way or another, there are 
a few points you ought to consider. 

First of all, note this: direct mail 
advertising is not meant to replace 
all other forms of advertising—cer- 
tainly not in the retail petroleum 
business. If you use it wisely, as 
part of a well-rounded advertising 
program, you get these special 
advantages: 


1. Direct mail is personal—from 
you, the advertiser, directly to Joe 
Prospect or Joe Customer. It sets 
up a relationship that no other 
printed form of advertising can ac- 
complish. 


2. It’s selective—like hunting with 
a rifle rather than with a shotgun. 
You pick out exactly the people 
you want to reach, and you reach 
exactly those people—the ones who 
can bring you business, and no 
others. There’s no waste circulation. 


3. It’s flexible; you can do things 
with it you can’t do on the news- 
paper page or in a radio program. 
Some of the Shell retailer mailings, 
for instance, include gifts; and one 
of them opens into a three-dimen- 
sional pop-up display. 


4. It can reach the prospect or cus- 
tomer over and over again, at reg- 
ular intervals, according to plan. 
With every one of your envelopes 
he opens, he gets a stronger, long- 
er-lasting impression of you and 
your business. The oftener this hap- 
pens, the more chance you have of 
picking up another customer. 


S. It's economical. You simply 
couldn’t afford to hire a salesman 
to go out and make all the person- 
al contacts, day after day, that you 
can make in one round of the 
neighborhood postman. 


> For the Shell retailer, direct mail 
has the great advantage of public 
recognition built up by Shell’s 
many national and local campaigns: 
magazine, newspaper, outdoor, ra- 
dio, tv. It can be most effective for 
you if it is backed by your other 
local advertising, carefully selected 
and carefully budgeted by you. 


© So—point one to remember: Con- 
sider direct mail only as a useful 
part of an over-all advertising pro- 
gram. 


Strikes you right in the eye, see — 


@ Second: You must determine 
whether direct mail can be of value 
to you, in your situation. For in- 
stance: if you have a highway sta- 
tion, with little trade to draw from 
in a nearby community, you may 
do better by putting your adver- 
tising money into signs, brighter 
station lighting, circulars distributed 
among motels and highway res- 
taurants, and the like. 


e Third: If you use the program, 
start by giving a lot of thought to 
your list of targets. Do you want 
to add new customers, or draw back 
old customers who have strayed, 
or keep regulars on the beam? Or 
do you want to divide your fire 
among all these objectives? 


You'll have to decide for your- 
self; but your Shell salesman will 
be glad to work with you on the 
problem. 

In any event, it would be a good 
idea to comb the list for customers 
and prospects who will be of little 
or no value to you: deadbeats, for 
example, and competitors’ cousins 
who wouldn’t bring their business 
to you no matter what you did. 


© Fourth: Back up the money 
you've invested by follow-up. 
Watch for the mailings you get 
(from yourself); call on as many 
of your mail targets as you can— 
either in person, or by phone. 

Keep a copy of the mailing list 
in your desk, and check off those 
who come in after mailings. Learn 
their names. 


© Fifth—and most important of all: 
Be sure that you and your em- 
ployes are ready, willing, and able 
to convert the newcomers who re- 
spond to your mailings. They’ll 
come—the first time. Will they come 
back? 


Make ’em want to come back. 
Give ’em your blue-plate special, 
platinum-trimmed treatment. Call 





| 
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from every advertising dollar 
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ADVERTISING MANAGER 


eel 


The advertising managers who get ahead fastest this year 
will be those who find ways to cut costs without reducing 
quality or results. 


It is already evident that 1958 is to be a year of profit squeeze. 
Management is looking for savings. Management will be 


alert to take special note of people who make these savings. 


On the next page is a practical suggestion on how to 


reduce costs on certain kinds of printing. 
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gets more “‘mileage”’ 
out of your printing dollar 


There is a simple way to save money on such material 
as catalogs, spec sheets, direct mail pieces, envelope 
stuffers, sales bulletins, flyers, and publication inserts: 


use Woodbine Colored Enamel. 


The paper itself provides the basic force of color. Thus, 
one-color printing gives the full effect of two colors. 


Two-color printing produces the impact of three colors. 
Result: You get greater mileage out of your printing dollar. 


Woodbine Colored Enamel comes in 13 different colors, 
making it easy to select the color best suited to tie in 
with product, season, or message. It prints both 


letterpress and offset and has good folding qualities. 


To aid you in using Woodbine Colored Enamel most 
effectively, we have had the famous color specialist, 

Faber Birren, prepare this Ink Color Guide. It contains 
printing specimens of the most pleasing color combinations 
to use with each of the 13 Woodbine colors. A free 


copy is yours on request. 


the APPLETON COATED 
PAPER COMPANY 


1200 N. Meade Street 
APPLETON, WISCONSIN 


This insert is printed on Green Woodbine Colored Enamel. 





"em by name. Be sure that their 
cars are checked from stem to 
stern, every time. Make good on 
every promise that’s made in your 
advertising. Make with the genuine 
smile. Ask them to come back. 
Those are things the postman 
can’t do for you, no matter how 
much money you've invested in| 
mailing. 


> Your Shell salesman is going to| 
be calling on you any day now (if 
he hasn’t already) with a package 
of sales promotion materials that 
can make a lot of difference in your 
next year’s business: 


© 1958 calendars. | 
@ 1958 Shell station window dis- | 
plays. 





@ 1958 Shell retailer direct 
advertising program. 


mail 


Take a good look at all of them; 
but look twice at the direct mail 
wrap-up. It’s new; it’s what Shell | 
retailers all over the country have 
been asking for. You'll see it just 
as it will look to your customers 
and prospects, mailing by mailing. 

It’s good. 

Start planning now how you'll put | 
it to work—and make it work all} 
year. 


Bacon’s Clipping Bureau 
Tells Story of Growth 


To celebrate its 25th anniversary, | 
the Bacon Clipping Bureau, Chi-| 
cago, has released an_ illustrated | 
booklet detailing the story of the| 
company’s growth from 1932 until | 
the present time. 

Tracing the clipping bureau’s his- 
tory from “How It All Began” in 
1932, the booklet also details points | 
proving the value of clipping serv- | 
ices to various types of business, | 
and gives a step-by-step description | 
of the clipping bureau at work. 

+ +» for more details circle 330, page 105 


Like Money in The Bank, 
Says Playboy Order Form 


A new order form with a “Bank 
Deposit Slip” design has _ been 
adopted by Playboy, Chicago, for 
mail order solicitations. 

Adapted almost directly from a 
bank deposit slip, the idea behind 
the new design, according to Victor 


Lownes III, promotion manager, “is | 


to subtly suggest to the mail order | 





advertiser that placing an ad in 
Playboy is like putting money in the 
bank.” 

An order form sample is avail- 
able. ; 


+ +. for more details circle 331, page 105 


FANTASTIC ? 
INGENIOUS? 
INCREDIBLE? 


THE NEW 


Wl 


OUTPERFORMS and OUTDATES 
every type of STAT MACHINE, 
ENLARGER and COPY CAMERA! 


Makes Litho and Half- 
tone Film, Screened 
negatives, Velox prints 
from 25 to 133 screen. 


Does Sur-printing, Bas- 
Reliefs, Acetate Over- 
lays, Reproportioning, 
Italics, Perspectives and 
Curves. 


Enlarges or reduces up 
to 350% in one shot, 
from paper, film or 
objects, in straight 
position, flopped or in 
perspective. 


YOU CAN OWN 
A STATMASTER 


for as little as 


SP ee day 


after down payment 


(Three models to choose from.) 


Words cannot fully de- 
scribe the amazing 
speed, simplicity, econ- 
omy, versatility and 
reproduction quality of 
the incomparable, revo- 


lutionary STATMASTER. 


Now... ANYONE 
can make the finest, 
sharpest, reproduction quality 


ec — 3 A 


enlarged or reduced, in line or halftone, 
negative or positive, 
18x24) on any grade or weight of paper, 


dried... 


any size (up to 


a tel: WA a 


C 


for as 
little as 


NO KNOWLEDGE OF PHOTOGRAPHY 
iS NECESSARY! 


Come in for an exciting demonstration, or send for catalog 


STATMASTER CORP. 


19 WEST 44th STREET, NEW YORK 36,N.Y. © OX 7-9240 
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Seagram 


A series of unusual .. 
mailings helped Seagram’s 
get the most out of its 
hundredth birthday. 





By Ted Sanchagrin 
AR Eastern Editor 


When 4,000 Seagram-Distillers 
salesmen and distributor salesmen 
open their mail these days, they find 
it contains memorabilia of the mid- 
19th century. 

The material acquaints them with 
Seagram’s centennial. And it pro- 
vides items of interest and help 
when they call on their retail ac- 
counts. 


> The company conceived the idea 
in late 1956. Eugene Feen, copy 
editor, gathered the material and 
supervised its preparation and pro- 
duction. Bernard Tabbat, director of 
marketing, supervised the selection 
of materials used in the mailings. 

Four antique mailings went out 
once a month, starting in January. 
These were followed by mailings of 
more modern vintage but touching 
on the 100-year theme. The mem- 
orabilia consisted of: 


e A full-size reprint of the New 
York Tribune’s front page and edi- 
torial page from the March 5, 1857 
edition. 

Unlike a modern newspaper, the 
front page was heavy with ads. The 
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editorial page discussed the inaugu- 
ration of President James Buchan- 
an. Seagram mailed the _ reprint 
from Washington, D. C. The can- 
celled envelope bore the date of 
President Eisenhower’s second term 
inauguration. An accompanying let- 
ter said that in 1857 Seagram had 
only one salesman, Joseph Seagram 
himself. He had established a grist 
mill on the banks of a small creek 
in Waterloo, Ontario. 


This mailer was a | 
12x15" Currier & | 
Ives print entitled | 

“The American | 


e A full-color wall map of the 
United States as it was in 1857, by 
Charles DeSilvers from Mitchell’s 
Universal Atlas. 

The 17'44x27” map was _ repro- 
duced for Seagram by Rand Mc- 
Nally. It has an inset of California’s 
gold region. Oklahoma was Indian 
territory then. There were only 31 
states and eight territories. The map 
was contained in an imprinted 
jacket with selling copy. 








Seagram's Suppliers 


Inauguration Mailing: Sande Rocke 
& Co 
Map of 1857: Rand McNally & Co. 
Menu Sets: Authenticated News 
Culver Service 
Charles Offset Co 
Brand Identification Pads: Charles 
Offset Co. 
Currier & Ives Baseball Prints: Cul- 
ver Service 
Pickwick Offset Service 
Century Game Card: New Era Lith- | 
ograph Co 
Centennial Wallet Brochure: Adver- | 
tising Corp. of America 
Charles Offset Co 
(All companies are 


City) 


SS 


e A series of authentic menus from 
famous eating establishments of the 
mid-century. 

Seagram imprinted the menus on 
a plasticized material for use as 
place mats. One had the bills of fare 
from San Francisco’s Ward House 
(soup in the Gold Rush cost a dollar 
a bowl) and New York’s Rainbow 
(ale at 8c a bottle). Other menus 
were from Delmonico’s, Revere 
House in Boston and the Pennsy’s 
Pullmans. The menus 
916x126”, each with a 
over-all color. 


were 
different 


e A Currrier & Ives lithograph 
print, “The American National 
Game of Baseball,” a scene from the 
“championship match” at 
Fields in Hoboken, N. J. 

Copy pointed out that Currier that 
year elevated bookkeeper Ives to 
partnership status, that the New 
York Knickerbockers gave the sport 
national status—and it worked in a 
mention of Joe Seagram at Water- 
loo. This print, 121x15”, is suitable 
for framing. 


Elysian 


> Two more mailings consisted of 
games... 


e A 60-page pad of 81x11” sheets 
containing symbols of famous brand 
emblems that have come into vogue 
in the past half century. 

The sheets are headed, 
Your Brand IQ? (Identification 
Quotient).” The player fills in the 
name of the company or product 
in a space under each symbol. 


“What's 


e A four-page folded card, “Sea- 
gram’s Century Game,” only 2'4x- 
4\4”" but effective. 

Like the Brand IQ pad, this game 
helps open the door for salesmen 
and distributor salesmen. The cus- 
tomer or prospect is invited to pick 


a number from one of seven 


squares. The game conductor can | 


guess the number by adding all 
numbers in the top left columns of 
squares containing the number 
which the player selected. 


> Another item was presented to 
salesmen at field and distributor 
meetings across the country. This is 
a quality leather billfold. Opened 
out, it has a note pad and a full- 
color accordion fold. The fold fea- 
tures a preview of Seagram adver- 
tising and displays. It has 16 pages, 
is 3142x642” when folded, but opens 
to a 50” spread. 


After the first two mailings, sub- | 


sequent ones were looked forward 
to rather eagerly by recipients. The 
mailings built up interest to the 
actual celebration of the Seagram 
Centennial. The Centennial was 
celebrated from mid-September 
through the balance of the year. 44 


Three New Directories 
Released by Klein 


Three new directories offer in- 
formation for merchandising men 
difficult to obtain directly. 


e The “Directory of Mailing List 
Houses” contains information on 
more than 300 companies through- 
out the country that both rent and 
sell specialized prospect lists. In- 
formation on each house includes 
the type of list carried, the com- 
plete address, manager’s name, year 
organized, mailing facilities and 
other pertinent data. It may be pur- 
chased on a ten-day money back 
guarantee from the publisher for 
$10. 


® The “Directory of College Stores” 
lists the items sold by 2,000 college 
stores. Information includes man- 
ager’s name, address, etc., plus de- 
tails on whether the store is under 
college or private control, the en- 
rollment of the adjacent college and 
if it is coed. Stores are arranged 
alphabetically by state, city and col- 
lege. An article defining the college 
market, and offering details on how 
to get the maximum profits from it 
is also included in the directory. 
Price is $15. 


e The “Directory of College Media” 
gives information on 1,000 college 
newspapers, 500 college magazines 
and 200 radio stations. An article on 
“How to Advertise, Publicize and 
Sell to College Students,” is in- 
cluded in this directory. Price is $15. 


Additional details on all three di- 
rectories are available from B. 
Klein & Co., 23 E. 22nd St., New 
York 10. 44 


Are Ves PGYANG 
Ist CLASS POSTAGE for 
3rd CLASS Mia it ett 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive 1st class compartment 
separate and apart from catalog. 


@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


WZ 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 172, ILL 


AAT LOW 
PRICES 


i r 


Ps Ay 


FULL COLOR POST CARDS! 


Just look at these new low prices for top 
quality Crocker Mirro-Krome Adver- 
tising and Sales Promotion Cards — 
QUANTITY FIRST RUN 
(Size 314”x 514” with one picture) 
$9.50/M 
8.50/M 
7.30/M 


These Crocker Mirro-Krome sales pro- 
motion pieces have countless uses — 
direct mail, sample cards, point-of-sale. 
Write Crocker today to see how Mirro- 
Krome cards can build your business. 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 


Dept. AR-3 
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w to Get 


There’s a special touch needed 
to photograph food so it looks 
appetizing. Here are some hints 
from one of the country’s lead- 
ing specialists in the art. 


By Dolph Franklin 


Today, the cost of advertising 
food products in national magazines 
is simply too high for “speculating” 
with budgets. Yet, since photos play 
a major role in food campaigns, 
how do we make sure to get them 
to pay off? 

“That’s a big question to ask,” 
replied George Lazarnick, New 
York, probably America’s most out- 
standing food photographer. “But 
it's an important one for account 
executives and ad managers. As for 
me, I consider myself one of a crea- 
tive team . . . along with the art 
and copy people, because most suc- 
cessful photos for advertising are 
truly a team effort.” 


Variety of Foods . Combinations like these are often difficult to keep 


in the proper mood. Here both the highlights and the composition give 
photo impact. 


> First, study your medium. 
Sous Ghee... Study the percentage of color in 
Comparatively weak publication as against black and 
fight of flame wos white. Consider readership, edi- 
eet weenbdimed ty torial and cost factors—then de- 
bright lights needed termine the type of photograph to 
cities dtl be produced. Effective photos are 
glisten temptingly. not vacuum-packed. They are an 
integral part of the publication 
format—both advertising and edi- 
torial. 
“You get impact in poster-type 
ads,” continued Mr.  Lazarnick. 
“Strive for simplicity, a minimum 
of elements. Main, secondary and 
that’s all. Make sure to eliminate 
competing elements. An advertiser 
defeats himself when he tries to 
get too much into an ad... too 
many elements, too many products.” 


> Further advice: Use clear colors. 





Good Food Photographs 


For example, a green made of yel- 
low & blue is better than green 
from yellow, blue & black. Black 
is a graying factor when reproduced. 
Not the thing for food. 

Taste appeal is a trite phrase— 
but it is not a trite thing or ac- 
complishment. The job of the photo 
is to make the reader want to eat 
the food or prepare it. Unless there 
is an important, special reason for 
doing otherwise, it is better not to 
brush-off the “taste appeal” factor. 


> How do you capture taste appeal? 

The real answer is almost beyond 
words. True, a good photographer 
can “touch” everything in photog- 
raphy. Run the gamut. Shoot as per 
instructions. But it seems that in 
food photography, ad people fare 
better when they consult a special- 
ist. 

Continued Mr. Lazarnick: 
“Knowledge is a headstart. Why, I 
can even bone a duck! And food 
is like a model—it has its moods. 
It collapses.” Only tricks learned 
over the years can cope with them. 

Food moods? Salad wilts. Oil 
runs out of cheese. Ice cream 
melts. Onion slices get limp. Toma- 
toes get dry. And hot dishes get 
cold. That’s why shooting must take 


place close to fully-equipped kitch- 
ens. 


> Food for thought when contem- 
plating, preparing or shooting food 
photos: 


1. Make it a point to photograph 
hot foods in a hot state. If ice cold, 
shoot them ice cold. Realism pays 


off. 


2. Beware of “faking” your dish. 
Strive for authenticity. Insist upon 
it. 


3. Get your home economist to 
prepare plenty of platters. Imbue 
your chef with generosity. Food is 
more appetizing in an abundant 
atmosphere. And be prepared for 


Timing Key Factor .. . 
Ice cream must be 
neither too hard nor 
too soft to look 

most appetizing. 
Here, seven scoops, 
shot for Sealtest, 

all look just right. 


Overhead Shot... . 
Photographer rode 23’ 
above table, in cab 
riding on specially 
installed eye-beam 
for this dramatic 
shot for McCall’s. 
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the replacement requirements of 
the discriminating photographer. 


4. Just seconds prior to shooting, 
revitalize breaded foods, bacon, 
roasts, muffins by pastry—brushing 
them with melted butter to obtain 
a slight glossy effect. 


S. Make your settings plausible, 
harmonious. Strive for simplicity 
and the uncluttered look. Obey the 
dictates of etiquette. 


“We have a vast linen closet of 
tablecloths and fabrics. It 
sents hundreds and hundreds of 
hours of work by high-priced 
stylists,’ observed Lazarnick. “Yet 
virtually every assignment requires 
research. We don’t use some prop 
or piece of linen because we have 
it. The basic photo problem is our 
major concern.” 

Make it yours, too. a4 


repre- 


Takes the Clutter 
Out of Camera Work 


Now it is possible for photog- 
raphers to set up their equipment 
without the clutter of sprawling 
legs and heavy iron bases. It’s done 
with a Polecat. 

A Polecat is a strong, lightweight, 
telescoping aluminum column with 
a spring at the top. Once adjusted 
to the proper ceiling height, it can- 
not be pushed out of place. It takes 
up less floor space than a silver 
dollar. 

The device can be used, singly or 
in combination, to support lights, 
reflectors, backgrounds and _ tents 
for shooting still life. The unit 
comes in several lengths for adjust- 
ment to ceilings of various heights. 
Accessories include assorted clamps, 
hooks, boom light holders, cord sets 
and cross bars. 

Not limited to the field of photog- 
raphy, Polecats can be used for 
shelf and peg board displays, win- 
dow trimming and movable office 
partitions. 

A set of circulars describing uses 
is available. 


- . » for more details circle 306, page 105 


All Around Us... 


New Sources Of 
‘Specialized’ Stock Art 


Sources of stock art and photog- 
raphy are easy to come by, but 
they don’t always fill the bill. What 
about the artist, adman or sales 
promotion specialist who needs a 
rare old map, a fine early American 
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On rne Move . 


-» New lighting unit can be adjusted to almost any position, combines 


incandescent-fluorescent lighting for improved illumination, especially suited for men 


& women in the professions. 


New Lighting Unit 
Has 1,000 Positions 


The Trombolite, a new lighting 
unit that is said to glide and rotate 
readily into any one of a thousand 
different working positions, has 
been developed by Amplex Corp., 
Brooklyn, N. Y. 

In addition to its unique light- 
positioning feature, the unit com- 
bines incandescent-fluorescent 
lighting designed to provide highly 
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print, an inexpensive letterhead de- 
sign? 

These somewhat specialized serv- 
ices, available all around us, are 
sometimes less well known than 
their usefulness warrants. Here are 
a few of them. 


2,000,000 
Fine Prints 


A catalog listing 
3,000 major cate- 
gories of fine prints 
is available from Visual Discoveries, 
New York specialists in early 
American and continental prints. 
The company’s collection includes 
more than 2,000,000 steel and copper 
engravings. They are available for 
either reproduction or research. 
Prints are submitted, upon re- 
quest, for ten days’ approval. Those 
used for reproduction may be held 
30 days. Only original prints are 
submitted. All prints are sent air 
mail. The company also offers a 


improved “vision-aid” illumination 
over your immediate working 
areas. 

Among its applications are light- 
ing for scientific and professional 
use; serving the needs of draftsmen., 
engineers, architects, artists, jewel- 
ers and office workers, and use as 
an examining light for physicians 
and dentists. 

The Trombolite is expected to re- 
tail in various models ranging from 


$19.95 to $24.95. 


PUUEOROCDUEODODUOCROOEURDECCEOUSOURUEOREOSOCRUOECEOOROHSORGOEEES 


special research project service. 
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Maps From Argosy Gallery, 
The Past 116 E. 59th St., 

New York, having 
been flooded with requests for his- 
torical maps, has initiated a mail 
order service to supply them. The 
company, specialists in old maps, 
claims to have the largest supply 
in the country. 

To order, specify the country, 
state or area, the date or period re- 
quired and acceptable price range. 
The gallery will send one or several 
to choose from on approval. 


Art For 
Letterheads 


Read y-t o-repro- 
duce art which can 
be used to create 
modern, illustrated letterheads at 
low cost is offered free by Byron 
Weston Co., Dalton, Mass., manu- 
facturer of papers for office use. 





am " he age Masta 
- Seas 
: ete SP 
EOE eS Ree Fn 


the initial cre. 
depends on ‘tc 


Sunny Florida hails the award winning designs of John S. Brown. Along with 
many other enthusiastic artists, designers and art directors here's the sentiments 
of Director Brown .. . 


“In the agency business, crisp and clean creative visualizing is a vital factor in 
presentation of ideas to prospects as well as clients. 


After the initial creative spark, the work depends on “tools” fully as much as on 
artistic ability and taste, and with that idea in mind I use Bienfang products exclusively. 
They have proven uniform in quality, in surface texture and strength and are best 
adapted to my methods of working”. 


Perhaps you too will find the joys of these excellent ‘‘tools—DALTON ADMASTER, 
AD-ART, ART-VEL Layout Pads and THE PARCHMENT General Purpose Tracing Paper. 


Bienfang papers are Standards for Excellence. 


Write for samples on company letterhead. 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 


8 x 10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 


1210 N. Clark Street * Chicago 10, Illinois 
Dept. M-3 e Telephone: MI chigan 2-5651 


oO ql 8 For Your 
TAS new Budget 


Cut your pro- 


ve oe duction costs in 
—~ : '58 with the 


\ RCS ‘‘Complete 
offset . \ Graphic Arts 
lithog rapbic | Production 
» ideas / ; Service” for 
; R : ; quality print- 
. ae ing, photog- 
epee raphy, photo- 
stats, planog- 
raphy, photo- 
murals. 


Your “Idea 
Package”’ con- 
tains current 
price lists, ideas 
for using all 
services for im- 
proved quality 
and economy. 


IDEAS are for 
men who re- 
spect quality 
and economy 
as effective 
roads to success 
and profits. 


Our best wishes 
. and FREE 
“Idea Package” 

occ fore 
Happy, Prosper- 
ous NEW YEAR! 


Please send my FREE 
RCS “idea Package” to: 


WIS) Offset Printers 


123 NORTH WACKER DRIVE, CHICAGO 6, ILL. 
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The portfolio is designed to facil- 
itate preparation of low budget or 
short run letterhead jobs where cost 
limitations do not permit using an 
artist or designer. Nearly 100 illus- 
trations, ornaments and decorative 
rules are supplied. The artwork, on 
high gloss, coated paper can be used 
as reproduction copy to make line 
plates for letterpress printing or 
clipped and incorporated into the 
paste-up for lithography. 

Instructions and sample letters 
are included to show how the ma- 
terial can be used for two-color 
letterhead designs, envelope corner 
cards, billheads and calling cards. 

. . « for more details circle 308, page 105 


Guild Offers Listing 
Of Top Photographers 


Have you ever needed a top level 
photographer who is able to show 
up on schedule at some fairly re- 
mote spot without having to be 
sent halfway across the country? 

Free Lance Photographers Guild, 
New York, maintains a file of top 
photographers available throughout 
the country as well as abroad. The 
guild is currently offering a detailed 
descriptive listing of 13 of these 
qualified people located in 11 major 
U. S. cities, Hawaii and Europe. 
Each listing details the individual 
photographer’s specialties. 

FPG also maintains a stock file of 
photographs, including 300,000 color 
transparencies, on all subjects. 

. +. for more details circle 309, page 105 


7O ADJUST THE TOOL, 
POUND THE TIP. 


2 
A Brey 


TAPPING THE TOOL GENTLY TO BRING IT 
UP TO THE WORK IS SISSY STUFF. BEA 
MAN / BESIDES, YOU CAN ALWAYS BORROW 
ANOTHER HAMMER IF YOU BREAK ONE 


SAVE: 
Double-duty Cartoons . Using the 
usually-shunned negative approach, 
Wesson Co., tool manufacturer, used 
cartoons in posters, booklets and busi- 
ness paper advertising to promote pro- 
per shop practice. The series was pro- 
duced by Denham & Co., Detroit. 


oS » 3 wr BOOK yw ee 


ye <e . 
2 0 


Visual Aid . . Magnaglass, a device both 
magnetic and magnifying, clings to steel 
rule or gage, facilitates reading of mark- 
ings. Magnifying glass is mounted in 
clear plastic base, rectangular areas at 
each end are magnetized. It is made by 
Magnaglass Mfg. Co., Fredonia, N. Y. 


New Magnifying Device 
Leaves Hands Free 


Artists and photographers who 
have occasion to struggle with old 
fashioned magnifying devices when 
the need for precision work arises, 
will be glad to learn of a new high 
powered magnifier which fits over 
the eyes leaving both hands free. 

A product of Edroy Products Co., 
480 Lexington Av., N.Y., the device 
magnifies three times in three di- 
mensions and can be conveniently 
used at arms length. Called the 
3 D 3 Opticaid, it has separate 
lenses for each eye and is said to 
operate with needle sharp clarity. 
Pupillary distance is adjustable 
from 58mm to 70mm and provision 
is made to add prescription lenses 
when necessary. 44 


New Device Adapts 
Projector to Room 


A new device that enables a 
projector to adapt to screen or room 
size has been introduced by the 
Simpson Optical Mfg. Co., Chicago. 

Called the Focal Length Modifier, 
the adapter automatically adjusts 
pictures through means of a lens 
that reduces or enlarges the image 
projected as needed. 

It can be attached to the front of 
any standard 16mm projector lens 
in a matter of seconds and does not 
mar the quality of the picture pro- 
jected. 

A brochure, describing the device, 
is available. 

+ +» for more details circle 310, page 105 





FOR SUPERB COLOR DETAIL...SPECIFY THE STANDARD OF EXCELLENCE 


To capture nature in all its wondrous color and subtle detail, 


the Audubon Magazine relies on CICO Coated Papers. 


CHAMPION-INTERNATIONAL CO. 
f siaumiiaid ‘ Ob cisisniclhenslll 


COATED PAPERS MANUFACTURERS OF QUALITY COATED PAPERS 


COPYRIGHT 1958 HAMPION INTERNATIONA 








These leading paper merchants can supply 


CONNECTICUT 


John Carter & Company, Inc 
79 Chapel Street 

Hartford, Connecticut 

JAckson 7-8109 


Tileston & Hollingsworth Company 
2348 Whitney Avenue 

Hamden, Connecticut 

CHestnut 8-4455 


DISTRICT OF COLUMBIA 


Stanford Paper Company 
3 1 V Street, N E 
Washington 18, D.C 


LAwrence 616 


MARYLAND 


Mudge Paper Company 

| Water Street 
Baltimore Maryland 
LExington 9-7782 
Stanford Paper Company 
1220 Key Highway 
Baltimore Maryland 
LExington 9-58 


MASSACHUSETTS 
Andrews Paper Company 

160 North Washington Street 
Boston 14, Massachusetts 
Richmond ¢ ( 

John Carter & Company, Inc 
420 Rutherford Avenue 

Boston 29, Massachusetts 
CHarlestown 2§ ( 

Tileston & Hollingsworth Company 
211 Congress Street 


Boston, Massachusetts 
Liberty 2-387 


Donald Wyman, Inc 
683 Atlantic Avenue 
Boston, Massachusetts 
HAncock 6 62 


Whitney-Anderson Paper Co., Inc. 
32 Worthington Street 

Springfield, Massachusetts 

REpublic 3.319€ 


MICHIGAN 


Chope- Stevens Paper Company 
240 Chene Street 
Detroit 7, Michigan 


LOrraine 7-6800 


NEW HAMPSHIRE 


John Carter & Company, Inc. 
23 School Street 


Concord, New Hampshire 
CApitol 5-5545 


NEW JERSEY 
Bulkley Dunton & Company, Inc. 


461 Central Avenue 
Newark 7, New Jersey 
HUmboldt 2-560( 


JB Card & Paper Company 
5€ Belmont Avenue 

Newark 8, New Jersey 

Bigelow 2-8200 


NEW YORK CITY 
Bulkley Dunton & Company, Inc. 


295 Madison Avenue 
New York 17, New York 
MUrray Hill 9-6400 


Capital Paper Company, Inc 
106 Seventh Avenue 

New York 11, New York 
CHelsea 3-498( 


Kennelly Paper Company, Inc 
501 Fifth Avenue 

New York 17, New York 

MUrray Hill 2-1087 


Milton Paper Company, Inc. 
100 West 22nd Street 

New York 11, New York 
WAtkins 9-6721 


Perkins- Goodwin Company 
589 Fifth Avenue 

New York 17, New York 
MUrray Hill 8-490( 


Royal Paper Corporation 
2 Eleventh Avenue 

New York 1, New York 
WAtkins 4-3400 


NEW YORK 


Franklin-Cowan Paper Company 
210 Ellicott Street 

Buffalo 3, New York 

WAshington 5954 


Genesee Valley Paper Company, Inc. 


1175 East Main Street 
Rochester 6, New York 
HUbbard 2-151 


PENNSYLVANIA 


Atlantic Paper Company 
Lehigh Avenue at 3rd Street 


Philadelphia 33, Pennsylvania 
GArfield 5.5432 


RHODE ISLAND 
John Carter & Company, Inc 


421 Industrial Trust Company Building 
Providence, Rhode Island 


GAspee 1-0335 


Providence Paper Company 
160 Dorrance Street 
Providence 1, Rhode Island 
GAspee 1-7600 


Tileston & Hollingsworth Company 
28 North Main Street 

Providence, Rhode Island 

GAspee 1-8441 


VERMONT 


Vermont Paper Company, Inc. 
144 South Champlain Street 
Burlington, Vermont 

BUrlington 2-0035 


EXPORT 


Elof Hansson, Inc 
711 Third Avenue 

New York 17, New York 
MUrray Hill 7-1177 





coated paper 


specify 





COATED PAPERS 


Cico-Gloss Cico-Offset 
Cico-Flex Cico-Graph 
Cico-Print Cico-Duoset 
Cico-Fold Cico-Brite 
Cico-Lith 


QUALITY CONTROLLED 


BY 


(ecuRag 


(HAMPION-ENTERNATIONAL GO. 
J Vn VOCHTCE, « Vessechusells 


MANUFACTURERS OF QUALITY COAT 


ED PAPERS 


This insert is printed letterpress on Cico-Gloss, Basis 80 Ib. 











Premiums Clinch the Sale 
customer the set of steak knives she can get with her gasoline. 





A Champlin service station operator shows a pretty 


Champlin found that a set 
of stainless steel knives, 
properly presented, made 
a powerful volume build- 
er for its gasoline stations. 


The Knife That Made a Difference 


This is the story of a knife 
not one of legend and glory as the 
famed one of James Bowie; but 
rather one of such utilitarian use 
it will be found in almost any 
household. Yet this knife in its own 
way has contributed proportionately 
as much to Champlin’s recent suc- 
cess as a merchandiser as Bowie's 
knife ever did in cutting his swath 
in history. It is the story of a steak 
knife and how its use in an ad- 
vertising promotion has doubled, 
even tripled traffic and gallonage 
at many Champlin service stations. 

Quite simply this story of a knife 
begins some six months or so ago 
when _ advertising manager Ed 
Gaines and the company’s adver- 
tising agency, Tracy-Locke, Dallas, 
were casting about for what the 
merchandising people refer to as 
a “real traffic builder—something 
that would bring more customers 
across Champlin’s driveways and 
keep them coming back.” 

As an advertising man, Ed Gaines, 
who has a keen sense of consumer 
This article is reprinted from the 
“Champlin Cycler,” the employe publi- 
cation of the Champlin Oil & Refining 
Co., Fort Worth. 


taste in advertising, knew he had 
to have something better to offer 
than the usual “giveaway,” which 
in many instances has become in- 
effective due to overuse and trite- 
ness. He wanted something new, 
something that had a distinction of 
its own. Not only that, Mr. Gaines 
wanted an item that would be so 
appealing to the consuming public 
that they would purchase it from 
Champlin dealers. 


> It was upon these premises the 
steak knife promotion was con- 
ceived. Here stainless steel steak 
knives of superb quality were to 
be offered Champlin 
upon their purchase of gasoline 
plus a nominal sum. To build a set 
of six would require a customer 
to visit his Champlin station at 
least five times and by then he 
would perhaps have formed a habit 
of trading at that location. The 
knife offered an attractive incentive 
to new customers; the dealers had 
a challenge to make them regular 
customers. 


customers 


Just how effective this promotion 
has been is best understood by 
looking at its startling results. In 


the slight six months it has been 


in use, it has time and_ again 
doubled and tripled gallonage at 
various Champlin stations. Almost 
any dealer who has tried it will 
vouch for it. At present, the com- 
pany is’ fast approaching’ the 
200,000 mark for the number of 
knives bought and sold through 
this promotion. And of this num- 
ber, 85 to 90°, have been self- 
liquidated, i.e. have been sold to 
Champlin customers purchasing a 
required amount of gasoline. 

Used for grand openings at new 
stations, it has directly accounted 
for unprecedented high gallonage, 
and in the case of a station showing 
a lag in sales, a steak knife cam- 
paign has brought that station up 
to a point where the 
showing twice or 


dealer is 
more gallonage 
than he previously was doing. Its 
use, not restricted to these two 
situations alone, has also been em- 
ployed to increase already existing 
creditable gallonage 


> Using the opening of a new sta- 
tion as an example, the steak knife 
campaign works this way: A group 
of professional interviewers, 
equipped with steak knives and 
advertising material, call on house- 
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LISTO 


MARKING PENCIL 


writes on 
everything! 


Many people (particularly retailers) 
write on unusual things. That’s why 
Imprinted Listo Marking Pencils are 
ideal gifts. Listo makes a clear, bold 
mark on any surface...so useful it 
stays with the man who receives it. 
And Imprinted Listo Marking 
Pencils cost less than 25¢ to give. 
Refills in 6 colors. 


Ask your advertising specialty jobber 
ISTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 
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wives in a selected area. Normally, 
a minimum of 500 house calls are 
made, though as many as 700 may 
actually be made to insure speak- 
ing personally with at least 500. 

In each interview, the canvasser 
explains to the housewife that 
Champlin is opening a new sta- 
tion and would like her and her 
family to visit it. Each housewife 
receives as a free gift a stainless 
steel knife and is told she may 
complete her set of six simply by 
purchasing 10 gallons of Champlin 
gasoline, plus a quarter for each 
additional knife. 

Besides explaining about Cham- 
plin’s new station opening, the in- 
terviewer cites the many advan- 
tages of trading with Champlin, and 
in closing, asks if the potential 
customer would like a Champlin 
credit card. Almost always the an- 
swer is yes. 

In the case of a station showing 
less sales than the dealer would 
like, the procedure is much the 
same. The specific area to be can- 
vassed is selected, the calls made 
and then it is up to the dealer. 


> Proving ground for the steak 
knife promotion was the Nebraska- 
Iowa division. Here, supported by 
newspaper, radio and other adver- 
tising, the steak knife campaign 
was born last spring. Its success 
was immediate and it quickly was 
spread to other divisions. 

In all instances the results have 
been much the same. For instance, 
in five grand openings held in 
Omaha, 27,614 gallons of gasoline 
were sold, and out of 500 calls made 
for each station, 60% resulted in 
credit card applications. In Hutchin- 
son, Kansas, seven stations reported 
direct sales of 23,333 gallons of gas- 
oline and out of 3,000 house calls, 
60% resulted in credit card appli- 
cations. 


> In instances where a dealer was 
interested in increasing his sales 
over his present volume, the results 
tell the same type of story. Bob 
Gans, a dealer in Lincoln, Neb., 
was doing approximately 170 gal- 
lons a day before holding a week- 
end promotion supported by steak 
knives. He is now doing better than 
450 gallons a day. 

The same was true for Cliff Fox, 
a dealer in Omaha. His gallonage 
was about 200 a day before initiat- 
ing a steak knife campaign. He is 
now doing almost 500 gallons a 
day. In other instances, results are 
similar—gallonage increases of two 
and three times normal. 


> In addition to the story of the 
knives in the field, there is another 


To Follow Knives . . . The steak knives 
proved so effective that Champlin is 
planning to offer this matching set of 
serving pieces. 


drama of sorts taking place daily 
behind the scene. This involves the 
tremendous job of keeping dealers, 
distributors and consignees in each 
division supplied with a constant in- 
ventory of knives. Key man in this 
phase of the program is John Kef- 
fer, advertising assistant in Fort 
Worth. It is up to him to coordinate 
shipments, handle inventories and 
keep a daily accounting of the pro- 
gram’s progress. 

“Supplier of the knives,’ Keffer 
said, “is a Japanese manufacturer. 
(Champlin is the company’s largest 
customer in the U. S.). All are of 
high quality stainless steel, and it’s 
not been unusual for complete 
shipments to be met at the dock 
in this country and air expressed 
direct to Champlin divisions to keep 
up with the demand.” 


> Because of the success already 
realized with the steak knife pro- 
motion at the dealer level, it has 
now been extended to promote the 
sale of lubricating oils and greases 
to farmers. Distributors doing busi- 
ness with the farmer on future or- 
ders (orders taken now for de- 
livery in the spring) can offer the 
farmer steak knives for the pur- 
chase of Champlin oils and greases. 

Soon to be added to the steak 
knife program is the offering of 
a hostess set as a supplementary 
gift to the steak knives. Composed 
of four stainless steel pieces, it 
offers the housewife something new 
from Champlin after completing her 
set of steak knives. Like the knives, 
the new hostess set can be obtained 
through the purchase of gasoline 
plus a nominal sum. 


> “On the whole,” Gaines said, “the 





steak knife program has been the 
most successful merchandising plan 
we've offered yet. It incorporates 
a new wrinkle in the business of 
offering the customer something 
extra, thereby building the habit 
of trading with Champlin. It also 
means increased profits for our 
dealers and distributors.” 44 


Sputnik Rushes On, 
Followed by Admen 


The first “ad-satellite” following 
the launching of Sputnik has been 
spotted by AR with the arrival of 
the “Sputnik-Spotter Balloon” at 
the 6th Annual Butter Rally in the 
Congress Hotel, Chicago. 

Designed by the Paraffined Car- 


ton Research Council, the Spunik- Best GIWE=AWAY Idea in sight! 
Spotter consisted 


of a regulation 
weather balloon above a five-foot a i ; 
—_ ver °o our customers an rospects wear 
tall butter carton for a gondola. e > en S time : 


oe oe ‘ glasses . . . glasses that are cleaned 2 or 3 times a day. 
Models Marian Todd and Jan SIGHT SAVERS booklets LONGLASTING-SIGHT SAVERS booklets have an average 
Runyard played the parts of Colonel imprinted with your company life of 30 days; Dispenser-Paks, over 3 months! 


Pat O’Butter and her space cadette | message. LARGE ENOUGH-— Greater attention value. Plenty of room 


: : E for an effective advertising message. 
in plugging the protection features |, FREE SAMPLES 


VALUABLE— Purchased regularly by millions of people at 
of the paraffined cartons used by Write today—for prices and full 10c per booklet and 39c per Dispenser-Pak. 


. 


the dairy industry. 44 details on different ways you can DIFFERENT— Ideal for calling cards, or convention hand- 
the oe se Sauna outs. May be mailed without special packaging. 


Address Dept. 013 


CANADA: Dow Corning Silicones Ltd., Toronto Dow Corning CORPORATION 


MIDLAND. MICHIGAN 


A Modern 


“Sandwich Board Man’’ 


To Boister Slumping Sales! 


Remember the “Sandwich Board Man” with his 
“Eat at Joe’s’ signs. Everyone noticed him and 
many that saw him actually ate at ‘Joe’s.”” He was 
the original ‘Floating Billboard.” 


Today millions of youngsters would like nothing better than to carry a 
“Floating Billboard” advertising your product or service where passersby 
can see it and be sold. Just have your selling message imprinted on 
Qualatex Advertising Balloons and have them distributed where your 
product or service is purchased. 


Qualatex Advertising Balloons are “point of purchase” you can control. 
They can be moved in overnight to bolster sales in an area as small as a 
single store or as large as the world. They can be imprinted in any 
foreign language or, of course, in English. They command the kind of 
attention that insures readership and promotes sales. 
Inevitable Arrival . . . First ‘‘ad-satel- 


Why Qualatex? Because we too are national advertisers. We understand 
lite’’ to latch onto Sputnik excitement 


the importance of promotion schedules and accuracy in filling orders. 
was launched at the American Butter We inflate every balloon at the factory to make sure it holds air. We 
Institute’s convention in Chicago. have perfected a method of imprinting that guarantees a clean, easy- 
to-read selling message. 


Only Pioneer can make you an expert on Advertising Balloons in 10 
. minutes. Send for our “Qualatex Advertising Balloon Fact File’’ today 
Service Award Plan and learn all there is to know about this quick, easy remedy to bolster 
Offered by Elgin slumping sales. 
Write: 
A guide that shows how to initi- The Pioneer Rubber Company ¢ Advertising Balloon Division 
ate, administer and promote an em- 410 Tiffin Rd., Willard, Ohio ¢ Attention: Betty Wolfe 
ploye service recognition program is 
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Promoters 


that really 
“of promote + 
premium quality 
Balloons sxvrnes~» sow 


colorful balloons are available in all sizes, 
shapes and colors — low-cost, high impact 


imprinted balloons will add punch to any 
promotion! 


Fairs 


Premiums 
Giveaways 
Direct Mail 

Point-of-Sale 

New Products 

Special Events 
Store Openings 
Merchandising Aids 


FOR COMPLETE INFORMATION, PRICES 
AND SAMPLE, WRITE: 









EAGLE RUBBER CoO., INC. 
ASHLAND, OHIO 


Habit Forming! Non-Tranquilizing 


“SUCCESS” PILLS 


Just What the ‘“‘Doctor’’ Ordered, to 


STIMULATE SALES 


RESPONSE-GETTING IMPACT! Hu- 
morous message peps up salesmen 
captures dealers’ attention, opens doors 
for salesmen, attracts attention to ex- 
hibits, highlights new products, revives 
inactive accounts, gets you publicity 
REAL PILL BOTTLES WITH CANDY 
PILLS, AUTHENTIC-LOOKING LABELS 
WITH YOUR IMPRINT, CHOICE OF 
5 SALES MESSAGES: 





Success Pills for: 1. Suffering 
Retailers, 2. Suffering Customers, 
3. Suffering Salesmen, 4. Suffering Write for 
Distributors, 5. Exhibit Visitors price list 


SELTZ SALES-VERTISING 121 E. 31, N.Y.C. 
TL TT RE 


HUNDREDS 
OF IDEAS 


BRONZE! 
PLAQUES 


FREE illustrated brochure has 
hundreds of original ideas for 
reasonably priced solid bronze 

plaques—nameplates, awards, 
testimonials, honor rolls, me- 
morials, markers. 


INTERNATIONAL BRONZE TABLET CO., INC. 


Dept. A-57, 150 West 22 St., New Vork 10 York 11 


NEW becats 


oust 
eit morage. } MADE TO YOUR RN SPECIFI- 


5 ee our trademar 
ee PREP BAMPLES ar S and estimate. 
Ssana Paneass PRSHTINGC. P.0.Bex 948, Wichita! Kansas 

























Write for FREE 
Brochure A 

For trophy medal, 
cup ideas ask for 
Brochure B. 
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available in a well-planned bro- 
chure from the Elgin National 
Watch Co., Elgin, IIl. 

Reflecting the combined experi- 
ences of 100 top companies in this 
type of program, the brochure is 
helpful to the last detail and 
blessedly subordinates the Elgin 
watches in favor of the service pro- 
gram as a whole idea. 

Approximately the first half of the 
brochure is devoted to explaining 
the basic needs and benefits of 
service recognition plus an “inter- 
lude” of Elgin watches which illus- 
trates the various styles available. 
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“THE BEST 


WHY BOTHER 
TO SHOP ELSEWHERE 


WHY BOTHER TO $s 4 BEST DEALS 
ANY WHERE ; aT 


nes 
JOERNDT & 
f a thay 


Parakeets Everywhere . . 


ried the sale slogan 





| 
| For The Birds... 





The latter half of the book takes 
the guidebook approach and pre- 
sents facts or checklists on: 


How to Get Started 
Cost of the Plan 
Successful Examples 
Proper Merchandising 
The Company Dinner 
The Follow-Up 


Practical answers to the most 
frequently asked questions about 
service recognition plans are pre- 
sented on the last two pages of the 
brochure. 

. for more details circle 332, page 105 
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HURRY! 
HURRY! 


DAYS LEFT 
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Parakeet Contest! 
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Best deal at loerndt and Ventura” 
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. The little talking birds appeared on all promotion pieces 
Merchandise price tags and salesmen’s lapel buttons, 


as well as newspaper ads, car- 


Talking Parakeets 
Up Appliance Sales 


By Betty Aulenbach 
AR Associate Editor 


In Kenosha, Wis., over 300 para- 
keets in as many families spent 
several months last fall promoting 
a local appliance dealer. The para- 
keets, tutored by their owners, were 
learning to say “Best Deals at 
Joerndt & Ventura,” and it was all 
part of a clever promotion which 
netted a $1,000 cash prize to the 


| owner of the bird with the best 
| diction. 
| The promotion in detail: For ten 


weeks anyone who bought a major 
appliance at Joerndt & Ventura was 
given a free parakeet and requested 
to teach his bird to say “Best Deals 
at Joerndt & Ventura.” Judging was 
held during the fall after the birds 
had had a_ reasonable coaching 
period within which to learn their 
lines. Besides the $1,000 prize, there 
were second and third prizes, re- 
spectively, of a mink scarf and a 
Revere movie camera, and _ lesser 
prizes were awarded to runners up. 


» The promotion was kicked off via 
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EIGHTEEN STYLES 
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Send for free samples and catalog 


Attention 
getters: 


MACK’S 
‘‘MOPPETS”’ 


Hundreds available. 
Exclusive use. 
Low priced. 


‘ Write your needs 
4 and request samples. 


DOUGLAS MACK 


“That little copy change 1550 Church St., 
fills up all the white San Francisco 14 
space”’ Phone: MI 7-5377 


CAMERAS — ART AIDS $485 & UP 


PRINTING 
$S SAVERS — 


SILK SCREEN 
Deoler inquivies tavited 
LACEY-LUCI PRODUCTS CO 


31 Central Avenue 
Newark 2, N. J. 


WRITE FOR CATALOG AR 


KENS KLIP ART 
100 BIG PAGES of modern 
humorous illustrations 
ready for you to clip and use 
$25 Complete 


Send for free sample page 
KENS KLIP ART 
P_O BOX 871, CINCINNATI 1 OHIO 


in AR for April 
¢ A Guide to Direct Mail 
a new addition for 
your Adman’s Handbook 


direct mail appeal to customers and 
prospects in the area. “Can you use 
$1,000 in cash?” the letter asked. 
“Have you ever wondered if you 
could train a parakeet to talk? Now 
you can prove it to yourself if you 
enter our parakeet contest.” 

The letter told how customers 
could enter the contest and that it 
would be judged by a local priest, 
rabbi and minister. 


> The contest was one of the most 
successful the store has ever had, 
according to Mr. Julie Ventura. 
“We've never had such spontaneous 
response to a promotion,” he adds. 
“We gave away more than 300 para- 
keets.” 

His partner, Mr. Joerndt, adds 
that one woman spent two days 
teaching her own parakeet how to 
say the slogan. When convinced a 
bird could be taught to say it, she 
went in, bought an appliance, and 
set out to teach the slogan to the 
gift bird. All birds were banded, ac- 
cording to Mr. Ventura, since only 
the gift birds were eligible to enter 
the contest. All were guaranteed 
talkers. Customers were told that 
if their birds would not talk, they 
would be replaced by the store. 


> Said Mr. Ventura, “The manager 
of the local variety store called dur- 
ing the contest and wanted to know 
what was going on. He’s had such 
a run on parakeet cages that he’s 
having trouble keeping 
stock.” 

During the contest, all the store’s 
ads featured pictures of parakeets 
saying “Best Deals at Joerdnt & 
Ventura” or telling something about 
the contest. 

Banners with parakeet pictures 
were displayed throughout the 
store. All merchandise was priced 
with parakeet price tags. All trucks 
bore signs of large parakeets say- 
ing “Best Deals at Joerndt & Ven- 
tura.” Tape recordings of actual 
parakeets giving their verbal per- 
formance were played continually, 
and all telephones were answered 
“Best deals at Joerndt & Ventura, 
may we help you?” 

Mr. Ventura reported that when 
the contest closed, the store had 
given away 311 parakeets. 


them in 


> By no means all of the new para- 
keet owners showed up at the 
judging with their birds in tow. 
But by that time, the major sales 
goal had already 
lished: the 311 parakeets repre- 
sented 311 major appliance sales 
sales in 10 weeks 


been accomp- 


a sales increase, 
Mr. Ventura estimates, of approxi- 
mately 20° during the contest 
period. 44 
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ring binder. Illustrated 
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Multi-Ad Service 46 
Dini Dhan 4 32 
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Art Supplies 
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Copyfitting Aids 
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Dealer Promotions 
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ne 104 
Decals 
A ea Deca s Inc 104 
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Direct Advertising 
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Crocker, H. S., Co. Inc. 91 
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301/Circle on Readers’ Service Card 
EKangaroost Rack 

. . . Baker-Britt Corp offers details on a 
one-piece, versatile literature rack for dis- 
play use. (Page 80) 


302/Circle on Readers’ Service Card 
New Sign Design 

. . . lithographed metal signs in the new 
“Contemporary Design” are described by 
JAK Displays. (Page 81) 


303/Circle on Readers’ Service Card 
Outdoor Ad Paper 

. sample copies of the new bi-monthly 
published by Outdoor Advertising Assn. 
are available. (Page 81) 


304/Circle on Readers’ Service Card 
Metal Sign Blanks 

. . » details on a line of coated metal sign 
blanks are available from the Yarder Mfg. 
Co. (Page 82) 


305/Circle on Readers’ Service Card 
Reflective Poster Paper 

. . « Minnesota Mining offers details on a 
new reflective poster paper for temporary 
posters or signs. (Page 82) 


306/Circle on Readers’ Service Card 
Supports for Photographers 

. . . Natural Lighting Corp. describes sup- 
ports for photo equipment. (Page 94) 


307/Circle on Readers’ Service Card 

Fine Prints 

. « « Visual Discoveries will send a catalog 

listing 3,500 major categories of original 

fine prints for reproduction or research. 
(Page 94) 


308/Circle on Readers’ Service Card 
Letterhead Art 
. stock art for do-it-yourself letterhead 
designing is offered by Byron Weston Co. 
(Page 94) 


309/Circle on Readers’ Service Card 
Listing of Photographers 

. Free Lance Photographers Guild fur- 
nishes listing of 13 top photographers 
available for assignment in the U.S. 


(Page 96) 


310/Circle on Readers’ Service Card 
Focus Modifier 

. Simpson Optical Mfg. Co. describes a 
device that adapts a projector to room or 


screen size. (Page 96) 
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for your copy of publications 
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* Send for these free helpful selling tools 


311/Circle on Readers’ Service Card 
Compact Camera 

. » « details on the Regiscope, a camera 
useful for taking pictures of visitors to ex- 
hibit booths. (Page 30) 


312/Circle on Readers’ Service Card 
Trade Show Guide 


» . @ planning manual to aid in more 
effective exhibiting is available from the 
Displayers Inc. (Page 31) 


313/Circle on Readers’ Service Card 
3-D Sample Kit 


. «a sample folder with actual 3-D letters 
instead of illustrations is available from 
Hernard Mfg. Co. (Page 31) 


314/Circle on Readers’ Service Card 
Josarent With Venus 

+ » @ new designer's handbook from 
Josarah Enterprises shows an addition to 
the line of Josarent Wood Little Letters. 


(Page 32) 
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ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


315/Circle on Readers’ Service Card 
Shorty Blind Fasteners 

. . - details on a blind fastener, only half 
the length of previous models, are avail- 
able from Molly Corp. (Page 32) 


316/Circle on Readers’ Service Card 
Reasons for Calculators 

. . Perrygraf offers a booklet on what 
calculators can do, plus samples. (Page 67) 


317/Circle on Readers’ Service Card 
Proportion Calculator 

. » a calculator which can scale photos is 
offered by Graphic Calculators. (Page 67) 


318/Circle on Readers’ Service Card 
Plastic Binders 


. . . literature on a new line of viny] bind- 
ers is offered by C. E. Sheppard Co. 
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319/Circle om Readers’ Service Card 
Mylar Index Cards 

- sample of G. J. Aigner Co.'s rip-proof 
index card is available with strength-test- 
ing directions. (Page 76) 


320/Circle on Readers’ Service Card 

European Printing Tour 

. . » American Express Co. has a folder 

with details of its May tour of European 

printing plants for American printers. 
(Page 78) 


321/Circle on Readers’ Service Card 
Title Type Specimens 

‘ - a catalog showing hot-press type 
titles for films and tv is available from 
Knight Title Service. (Page 52) 


322/Circle on Readers’ Service Card 
Lettering Alphabet Specimens 

... Advertising Aids Co. offers a specimen 
sheet of lettering alphabets featuring easy- 
joining script letters. (Page 53) 
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200 East Illinois St., 


Chicago 11, Wl. 




















323/Circle on Readers’ Service Card 
New Type Face Index 

. .» American Type Founders has released 
a new edition of its typeface index, a 
reference guide to all ATF faces (Page 54) 


324/Circle on Readers’ Service Card 
StripPrinter Type Folder 

. @ specimen sheet of type faces to be 
used in the StripPrinter is offered by Con- 
Mar Manufacturing Co. (Page 54) 


325/Circle on Readers’ Service Card 
Electro-Stereo Handbook 

. . « International Assn. of Electrotypers & 
Stereotypers offers a handbook on dupli- 
cate platemaking. (Page 54) 


326/Circle on Readers’ Service Card 
ROP Conference Report 

. Chicago Daily News offers tabloid 
section featuring ROP Color Conference 
roundup. (Page 68) 


Postage Stamp 
Necessary 


If Mailed im the 
United States 
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327/Circle on Readers’ Service Card 
Self-Sticking Felt 

..» W. H. Brady Co. offers samples, prices 
and literature of pre-cut, self-sticking felt 
pieces. (Page 58) 


328/Circle on Readers’ Service Card 
Trademark Booklet 

. pertinent facts on the question of 
trademarks are detailed by the United 
States Trademark Assn. (Page 58) 


329/Citrcle on Readers’ Service Card 
Porcelain Enamel 

. interesting facts on Porcelain Enamel 
In Industry are presented by the Erie 
Ceramic Arts Co. (Page 58) 


330/Circle on Readers’ Service Card 
Clipping Bureau Booklet 

. . » Bacon’s Clipping Bureau describes its 
growth in the past 25 years, and its cur- 
rent function and services. (Page 89) 


331/Circle on Readers’ Service Card 


Playboy Order Form 

- a sample of Playboy’s mail-order ad- 
vertising form that looks like a bank 
deposit slip is available. (Page 89) 


332/Circle on Readers’ Service Card 
Service Plan Guide 

+ » @ Guide to employe service recogni- 
tion programs is available from Elgin Na- 
tional Watch Co. (Page 99) 


333/Circle on Readers’ Service Card 
Industrial Film Service 

. @ service that puts segments of indus- 
trial films en home tv programs is de- 
scribed by Modern Talking Picture Service 
Inc. (Page 60) 


334/Circle on Readers’ Service Card 

AF Film Catalog 

. . .. Association Films Inc. offers its 1957- 

58 catalog listing free and rental films. 
(Page 46) 


338/Circle on Readers’ Service Card 
Soundcraft Film Leaflet 

. the Soundcraft line of films are de- 
scribed and illustrated in a leaflet from 


NAME Reeves Soundcraft Corp. (Page 47) 
i | 336/Circle on Readers’ Service Card 
Please have the following sent me: re | eeiamn Cites Siiien 
302 303 304 305 -.- « literature on a loose-leaf binder that 
automatically moves into easel position is 
307_ 308 __309__ 310 COMPANY | offered by Belford Co. (Page 48) 
312 313 314 315 . 
317. 318 319 320 PRODUCTS SOLD 
322 323 324 325 
mw wea 
eee 
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Use these return cards 
for your copy of publications 


*Note: inquiries for items listed denitoned @ Gis pase 


not serviced beyond June 15, 1958. 
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collotype gives you 


"| g vv 
printing quality ... at 
sensational savings! 


Now, you can get the same hi-fidelity collotype print- 
ing specified by art museums all over the world. And, if 
you thought that full-color printing was beyond your 
budget, you're in for a surprise! 

This screenless printing method gives unsurpassed 
quality at savings you never before thought possible. 
Get prize-winning attention on your next job by calling 
for Black Box. So many smart buyers do when they 
want large size, full color printing 
—up to 40” x 60”—and short runs 
under 5,000. Mail the coupon 


today for full information. 
SETHI) 








. 
Telephone: AVenue 3-0262 * FR EE! Please send me your brochure on 
: . : es : 
BLACK BOX COLLOTYPE STUDIOS, Inc. e economical BLACK BOX collotype printing. 
4840 W. Belmont Ave., Chicago 41, Ill. ae 
. a > 
Cincinnati Dallas. Texas Detroit Kalamazoo Kansas City Los Angeles Your Name 
Plaza 1.4218 Whitehall 3.7573 WOodward 5 7030 Fireside 5.0131 BAltimore 1.1933 AXmuinster 2 4243 e 
Minneapolis Oswego, Ore Rianoke: Ve eh finite « Firm Name- = 
ROckwell 9.7789 FEderal 6 6878 NEptune 6 3327 Diamond 4 3950 Olive 2 e 
. Address 
e 
For Displays + Posters + Translites + Ad Blowups + Presentations © City...-_ Zone State 





STOP SIGN... 


at the point of purchase 


It's the sign that slows customers down... that prompts 
youngsters to cry, “Oh, Daddy, let's stop!” The 

leaders in consumer marketing chose these signs 

for distinctive dealer identification. And, 

we're proud that the designing and building of 


them is our exclusive business. 


illuminated plastic 


signs of success 
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KNOXVILLE , TENNESSEE 





